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Edward Boernke, Fairacres Dairy Farms 
Grand Island's “Boss of the Year” 
Story on Page 34 
Beginning in This Issue 
The Fundamentals of Organization 
‘ By T. B. Robertson 

Story on Page 26 
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“Model K”’ Filler. All stainless. Fills 15-40 gallons per 
minute; 2-pint to 2-quart bottles at speeds from 20-145 b.p.m. 


Which “Milwaukee’’ Filler 
best suits your needs? 


You know your most profitable filler line speed . . . what 
capacity fillers you need . . . what size bottles make up 
your high and low production lines. 


That's about all you need to know before picking a 
Cherry-Burrell “Milwaukee” Filler. You know the reputa- 
tion of “Milwaukee” fillers for fast, uniform filling and 
long life. This line is complete . . . with a size and type 
filler geared to your particular production schedule. 
Everything from a 2-valve, hand-operated model to a 
24-valve gravity or vacuum filler ... for all bottles from 
¥2 pints to gallon jugs. 

Ask your Cherry-Burrell Representative for full details 
about these “Milwaukee” machines—the industry's most 
complete line of fillers. 


CHERRY-BURRELL 
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San Francisco 10, 2675 Folsom Street 
Los Angeles 58, 4621 Pacific Boulevard 
y * Food © Farm © Beverage * Brewing © Chemical © Equipment and 


ASSOCIATE DISTRIBUTORS: MONROE FOOD MACHINERY, INC. 
PORTLAND 9, SALT LAKE CITY 1, SEATTLE 4 and SPOKANE 8 
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Canada and Pan Amer 
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61” Filler. Fills 10-15 gallons per minute; 
¥2-pint to 2-quart bottles at speeds from 24 to 30 b.p.m. 


% 
*‘Milwaukee 


‘Milwaukee 400”’ Filler. Fills 15-40 gallons per min- 
ute; 2-pint to 2-quart bottles at speeds from 20-145 b.p.m. 


‘Milwaukee 72”’ Filler, Handles ¥%-pint to 2-quart 
bottles. Capacities: 20-50 b.p.m. 


‘‘Han-D”’ Filler. 
quarts per minute. 


Fills 6-gallon jugs per minute; 12-14 


‘ompany at 92 Warren Street, New York. Domestic subscription 


ar. Accepted as Controlled Circulation Publication at New York, N. 





PINEAPPLE-ORANGE 


Boost your sales with 
EZE Pineapple-Orange Drink 


This Unusual, Delicious 
drink is made from a blend 
of pure Hawaiian pineapple 
juice and concentrated 
California orange juice. 

As profitable to 


you as an 





er min- 





[Seer | . 
orange drink 


© EZE-Orange Base 


EZE Lemon-Lime 























b 
EZE Pineapple-Orange 
EZE-Grape Base 
EZE Punch Base 
-— (Imitation Grape) 
_— -_ EZE Fruit Punch Base 
-quart ee 
FASTEST SELLING DAIRY FRUIT DRINKS IN AMERICA! 
Mail this Coupon today » 
que Please send free samples and facts on 
. PINEAPPLE-ORANGE Drink and profitable promotions. 
Name _— 
_Be§_¢.y_—$ $e — 
— seinshainiinaanineiniiaiantinnaninagms 
Oy _$_— State ———_—______——— 
12-14 
March, 1957 3 
"NAY 














Actual sales of milk in Pure- 
Pak, reported in 1956, 
reached a new high, again 


breaking all previous rec- 





ords. Unrestricted use of 





Pure-Pak cartons and stand- 
ardization of plants was 
reported by dairymen 


throughout the nation. 
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ANNUAL 


From PURE - 


Consolidated from Pure-Pak equipped dairies monthly sales reports 


THE N E 





PAK equippedid 


Millions of quarts 








1980 19s 1952 1983 1954 8619565 1966 


Total sales of milk in Pure-Pak (all sizes 2 pts. 
through 4 gals.) expressed in quart equivalent 
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REPORT 
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didairies in 48 states 


Millions of Y2 gal. cartons 





Milk sales in % gallon 
Pure-Pak cartons continued 
to spiral upward with a 
29.3% increase in 1956. 


This seems to bear out the 





prediction by prominent 
dairymen that the % gallon 
will become the standard 


container for milk. 





1980 1961 1982 1963 198. 


s Milk sales in Pure-Pak half-gallon cartons only 
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Complete line... 2 pints to Y2 gallons 
K PACK AGING AROUND THE WORLD 
fiew 
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Only place you'll find a biggei.e 








jJeiselection is ina Supermarkel 


“Dockside” at any Cherry-Burrell branch is where you'll 
find the most complete line of day-to-day operating sup- 
plies. Hundreds of items—arranged for quick pickup and 
delivery to you. No single order too large; none too small. 


Many customers find it pays to keep a standing order 
with us. That way their inventory is never too long, nor are 
they ever caught short on supplies. We act as their ware- 
house . . . give generous discounts for quantity purchases 
... deliver at regular intervals. 


A phone call to your Cherry-Burrell Representative starts 
immediate action on our loading docks. Why not give him 
a ring next time you need anything at all in the way of 
supplies? 
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® You can make your own caps... . when and 
as they’re needed . . . . and at a cost only slightly 
Ary higher than that of the raw material. 

oe Oo 

- Sr QE me Merely insert a foil reel (roughly 10/M caps) 

Synchro Paint and the press* will place finished closures onto 

Se: your bottles . . . . without additional attention. 

ee Bret sa, \ Overall printing, including the skirt, of whatever 

“r ge DSS 3 design you'd like is limited only by the size of 

Synchro Prin the cap. And it can be done on whichever type 

Fete, cs closure you prefer . . . . single-cap, double-cap, or 


ne laminated foil. 
>S — ™ he 





. 

ce DSS * Fords Synchro-Print Capping Press 
Dri 

Synchro Viele 


»S 





e Your present equipment needs no modification. 


LO 


Simply change your sealing heads, “position” the press, 
and you’re in operation. You'll even cut your freight 


charges and storage space requirements . . . . and in- 





You're 
crease your usable production area. ARO-V, 
milk ta: 
There’s no obligation to getting the actual dollar and Custe 
cent savings applying to your own dairy. Just fill in same d 
the coupon and mail it. We'll send your-cost com- ms W: 
: avors 

parison (including conversion costs) by return mail. 
. Hard 
tained 
me ee ae  -  - -  E  EErO rTerrmerew>ere—c nm i and pr 










SASCA MANUFACTURING COMPANY, Box 5107-C, Indianapolis 18, Ind. For | 
mae obligation please furnish me with a cost comparison between = 
my present cap and Synchro-Print capping (including conversion costs). - 


dere is the information you need: 


Cap size Annual Usage M 








Present cap cost per M 


Make of filler No. of Sealing Heads 











Max. filler speed No. of products bottled 








Name Company 
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For more of this 





LOOK INTO THIS 


You're money ahead when you guard milk flavor with an 
ARO-VAC—Cherry-Burrell’s 2-chamber flavorizer that keeps 
milk tasting rich, clean and sweet in every season. 


Customers not only order more milk when it tastes the 
same day after day, month after month—they drink more 
too. With an ARO-VAC, route rejects due to seasonal off- 
flavors become a thing of the past. 


Hard to install? Not at all. ARO-VAC, a compact self-con- 
tained unit, fits any HTST system. Just make water, steam 
, and product connections and you're ready to roll. 


For full details on our flavorization programs—covering 
both mild and high intensity treatments—see your Cherry- 
Burrell Representative. Or write for literature. 





CHERRY-BURRELL 
a oe ee | 
ARO-VAC FLAVORIZER. Two vacuum chom- 


427 W. Randolph Street, Chicago 6, Ill. bers complete with condenser. Fits any HTST 
system. Two sizes: 10,000 and 25,000 lb./hr. 
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moi . 
Multi-Stage EVAPORATORS 


feature... @ continuous evaporation 
e low cost, low temperature operation 











Ideal for producing @ dry milk 
@ condensed milk for ice cream 

| @ evaporated milk @ whey 

| @ sweetened condensed milk 


—all of swperior quality and flavor. 


















SAVES UP TO % THE 
COST OF STEAM AND WATER 
OVER SINGLE EFFECT 
EVAPORATION! 
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MOJONNIER 
ONE-PASS 

SPRAY CAPAC 

: DRYER PER Hi 
features. 

much higher Bs 
powder recovery 

. without Mojonnier Multi-Stage Double Effect Evaporator a pum 

bag collector. (with or without recompression) horsepc 

Every 

feature 

OTHER STANDOUT MOJONNIER EVAPORATION UNITS for “O' 

with flc 

* FRUIT SPREAD involute 

COOKER HIGH DENSITY And 














VACUUM 

PAN 

Using steam as 
heating medium 
at temperatures 
of 180° to 

240° F., with 
product tempera- 
ture of 135° F. 
Widely used 

in dairy industry. 
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Using steam as 
heating medium 
at temperatures 

of 180° to 240° F., 
with product 
temperature of 
135° F. For vac- 
uum cooking of 
jams, jellies, mar- 
malade, honey and 
similar fruit 
spreads. 
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EVAPORATOR 
Using steam as 
heating medium 
at temperatures 
of 180° to 240° F., 
with product tem- 
perature at 135°F. 
Condenses heavy 
viscous products 
to as high as 93 
percent total 
solids. 


Write: MOJONNIER BROS. CO., 4601 W. OHIO STREET, CHICAGO 44, ILLINOIS 


EVAPORATION EQUIPMENT 


for flavor control and operating economy 
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MODEL! 
power, 





% horse... 30 horses...or any power between 


CAPACITIES FROM 2,000 THROUGH 210,000 POUNDS for greater sanitation and smooth, foamless flow . . . greater 
PER HOUR. corrosion resistance with type 316 stainless steel. 

You don’t need to spare the horses when you pick a Cherry- See your Cherry-Burrell Representative for full details or write 
Burrell “Flexflo” foamless centrifugal. Complete line includes for “Flexflo” bulletin G-524. 
a pump for every pressure ... every application... from %4 
horsepower to 30 horsepower. 

Every size above ¥% horsepower has these famous “Flexflo” 


features: easy-to-open, 2-piece clamping ring; new design shaft CHERRY-BURRELL 
for “O” ring impeller locking; new all-stainless adapter shaft itt ne 


with flange for simplified shaft removal; balanced rotary seal; 427 West Randolph Street, Chicago 6, Ill. 
involute design. 


Dairy « Food e Farm e Beverage e Brewing « Chemical e Equipment and Supplies 


And with every “Flexflo” you can count on rounded contours SALES AND SERVICE IN 58 CITIES—U. S. AND CANADA 


CHOICE OF FOUR MODELS ... 3A APPROVED... 144 TO 30 HORSEPOWER 


MODELS O and OH. % and 12 horse- MODELS VA and VAH. °4 through 5 MODELS VB and VBH. 2 through 10 MODELS VCH. 15 to 30 horsepower. 
Power. Capacity: 2000 to 10,000 horsepower. Capacity: 2000 to 60,000 horsepower. Capacity: 4000 through Capacity: 50,000 through 210,000 
ib./hr, lb./hr. 120,000 Ib./hr. lb./hr. 








ox No.1 Salesman 


He sells for you, seven days a week, without miums that interest her. Net result: Stillicious 
salary or commission. He’s exceedingly effec- dairies frequently report sales increases of 
tive, and his sales method is simple and direct... 15 to 25%. 

*“Mom, can I have Stillicious today?”’ You can do the same. Write now for details. 


Why Stillicious Dairy Chocolate? First, he 
likes it—all kids do. It’s rich, delicious, full of 
real chocolate flavor. 


Then there’s the matter of things he wants to 
get with those Stillicious bottle caps or carton 
tops. We call them premiums, but to him, It y 
they’re wonderful things a boy just has to 


have. And his interest is no accident... . D Al RY CHOCOLATE no 


Stillicious premiums and promotions are for Bu 


carefully selected and planned for effective 4. 
selling. Mom gets into the act, too, with pre- DELICIOUS HOT OR COLD 


od, Le] ojo} BY sg ae od Le] 2) Uf on a oj oF 
Sposiadiste im CHOCOLATE for Over 33 ears: 


413 WEST SCOTT ST., CHICAGO 10, ILLINOIS ° 741 KOHLER ST., LOS ANGELES 21, CALIF. 


American Milk Review 











odel “EP” Enclosed Waterway Processor. For high-velocity hot water Model “’V-P” Vacuum Pressure Processor. For steam or high-velocity hot 
steam heating to atmospheric boiling temperatures. Low-temperature water heating under 10” of vacuum. For cooling to 40° F with refrigerated 
poling with refrigerated water. Sizes: 200 to 1000 gal. water. 15 psi for air unloading. Sizes: 300 to 1000 gal. 


Which Cherry-Burrell Round Processor 
should you purchase for buttermilk ? 


The processor you pick depends entirely on how you prefer to handle your 
buttermilk. Both these heavy-duty, multi-purpose Round Processors assure . : 
ong Sweep Agitator assures fast heating, complete 


ici i i i ' . Adjustable, . 
efficient heating, holding and fast final cooling. pig ol Ry Ty By -—— F 


, idewalls, hold { inimum. 
Both processors feature zone control heating with hot water or steam eS ee ee ee 

in enclosed waterway channels; both pre-cool with well, city or tower 

water; and both give fast, low-temperature final cooling with chilled water. 


If you prefer vacuum heating with air unloading, ask your Cherry- 
Burrell Representative about our Vacuum-Pressure Processor. And for 


further information about the complete line of all-purpose processors, write 
for Bulletin G-512. 


CHERRY-BURRELL 


CORPORATION 


427 West Randolph Street, Chicago 6, Ill. Side Sweep Agitator for extra-heavy bodied butter- 


milk. Teardrop-shape, streamlined side blades are 
Dai h | sent r adjustable and removable. Create “scrubbing” action 
airy « Food e Farm e Beverage e Brewing e« Chemical e Equipment and Supplies along sidewalls. No churning of product. Adjustment 


of baffle and agitator gives eight different degrees of 
SALES AND SERVICE IN 58 CITIES—U. S$. AND CANADA agitator intensities. 








Yet, big production is not the only reason why this filler is 

so popular. Cemac also assures unmatched efficiency . 
economy ... dependability. And it is built to give years 

of this kind of performance. 


S IMMOO @s With the Cemac screw feed* incoming bottles are handled 


with a sure, positive touch, no matter how fast you 
run. Bottle breakage is reduced to absolute minimum. 
Constant watch over the infeed is unnecessary. 


Qs [ oo Cemac is beyond doubt the fastest filler on the market today. 














Ve , ] “cat ile ra tun square or round . . . quarts, pints or half- 
pints.. i . 


. creamline, chocolate, buttermilk . . . Cemac 
7. On takes them all in fast, easy stride. Special bottle handling 
_ equipment* is available so you can take advantage 
of Cemac’s outstanding speed in filling half gallons and gallons. 








the industry’s finest milk filler! 


Crown Cork & Seal Company, Inc. 
Baltimore 3, Maryland 


CEMAC 
14 














* OPTIONAL EQUIPMENT on new Cemac 28 Fillers 
and may also be attached to 28’s now in operation. 
SCREW FEED handles quarts or small size bottles. 
HALF GALLON ADAPTATION handles rectangular. 
| round or square jugs. 


GALLON ADAPTATION handles square jugs. 





| Hundreds of dairy owners are convinced it pays to call on Crown ° 


| 14 American Milk Review 
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Economical... 


Cost analyses conducted by citrus juice processors indicate substantial savings can be effected 
by using PURE-PAK. 


Proven... 


By systematic field testing and extensive laboratory “torture” tests. 


identification ... 


Printed gable top enables immediate show-case identification of products and brand name. 


SINGLE SERVICE DIVISION, NEW YORK 17, N.Y. 
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Specially printed with 


your own product list of course! 


Pushes your Dairy By-Products 24 hours a day 


, ew brand new Sealright sales promotion the housewife pours a glass of milk, this new cap 
idea that will pay you well. Your Order- serves as an extra-order reminder for butter, eggs, 
matic milk bottle cap becomes an assistant sales- cottage cheese, buttermilk, chocolate milk and 
man, an order taker, and an all around third hand other products your delivery man handles. It 
for your driver-salesman to work with. Each time makes it so easy to get them with her regular order. 





The housewife pulls off and discards the She places Ordermatic Seal cap back on Milkman glances at cap and delivers Order- 
tabs for the “extras” she wants. any bottle when put out for collection. matic “extras” with standing order. 





AM 357 
I Please send for samples of Ordermatic Seals 
: Just Write , SEALRIGHT CO., INC., Fulton, New York 
ss l * } Name Title 
ea, ris C | Company 
Deanne 
. ‘ ae | Address 
Oswego Falls Corp.—Sealright Co., Inc., Fulton, N. Y.—Kansas City, Kansas—Sealright Pacific | 
Ltd., Los Angeles, California—Canadian Sealright Co., Ltd., Peterborough, Ontario, Canada. City Zone State 
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Now Hear This! 


No Health Hazard 

Mr. Norman Myrick, Editor 
American Milk Review 
New York 7, N. Y. 


Dear Norm: 

Congratulations on revealing the facts in the matter 
ot milk carton wax causing cancer scare. The fluid milk 
industry owes you a debt of gratitude for turning the 
light on this kind of “shotgun research” that would have 
people believe cancer is in meat, bread, water and even 
the air we breathe. 

Best regards, 


Ralph C. Charbeneau 
Public Relations Director 
Pure-Pak Division 


Coming as it does from a man who has prob- 
ably done as much as anybody in the industry to 
promote the consumption of milk, the encourage- 
ment is deeply appreciated. The problem of carci- 
nogens, cholesterol and strontium 90 is a serious 
one. It needs everybody's attention. Another 
article on this subject appeared in the January issue 
of the “American Milk Review.” We would welcome 
your comments. 


Dear Norman: 


After reading your provocative article, “The Dairy 
Industry Must Act,” I find myself in agreement with 
you on some points, in disagreement on others. 


First, we are in agreement that the industry should 
make an all-out effort, not only now but constantly, to 
establish the facts necessary to justify its continued 
existence in the market in the position it enjoys today. 
These are positive facts for selling milk and milk 
products. These are negative facts establishing that 
milk is not dangerous to health in whatever manner is 
currently being suggested at a particular time. 


Second, until we have the facts to defend ourselves 
from attack we had better duck than try to counter- 
punch. Furthermore, until the facts are clearly on our 
side any noise we make is merely adding fuel to the 
fire which is colored the way the attackers ‘want it 
colored. 


Third, I vastly discount counterpublicity on a 
national scale as the most effective media to prevent 
loss of sales. Arming the salesmen with the facts, if the 
facts are favorable, and presenting the facts on a local 
basis through local publicity are by far our best line 
of defense. 


Last, I agree that the Dairy Council should answer 
the challenge to get the facts. They should answer the 
challenge by estimating the budget requirement for an 
adequate research program to get the facts and pass 
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GOLDEN 
GUERNSEY 


Advertising and Merchandising 


Help Build Your Sales 
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nee aa Go OTION 
_ “DEN GUERNSEY MiLK 


P. 
ARENTS: MAGAZINE 


You can count on increased sales when you combine the 
high quality and customer appeal of Golden Guernsey 
Milk with the national advertising and merchandising 
program which is available. A strong campaign in color 
in Parents’ Magazine spearheads the activity. Then 
there is additional advertising in Journal of the 


American Medical Association and Pediatrics. 


For the local tie-in there are free newspaper mats, radio 
and TV spots, folders, direct mail and other productive 
supplies for your use. Send for descriptive material and 


see how this practical program can be used to help you! 















=s 


GOLDEN GUERNSEY MILK 
AS 
"THE MILK zs. 
OF EXTRA c 
GOODNESS” 






*Golden Guernsey” is the registered trademark of Golden Guernsey, Inc. 


MAIL COUPON TODAY! 
Golden Guernsey, Ine. 
75 Main St., Peterborough, N. H. 
Please send full description of Golden Guernsey promotion program. 


Dealer's ROMO. oc cc cccccccccccccccccsccscsccccescccseescesececs 
ABET ccccccccccseccccccccccccccveccccccccceseseoccoeesosoes : 














Is one of these your 


REFRIGERATION 
PROBLEM? 


LACK OF 
CAPACITY? 


C] SPACE? 


HIGH OPERATING 
COSTS? 


COMPRESSORS 
and BOOSTERS 


EXCESSIVE 
MAINTENANCE? 


[_] OBSOLESCENCE? 
CJ NEW PLANT? 


Typical Example: 
The new CP 10 Cylinder 
Booster. Maximum 
capacity in minimum 
space. Ask about it! 





WHETHER the most economical answer is one 
of the latest model CP Type “K'’ Compressors 
—a two-stage Booster-Compressor System—or 
a complete new refrigeration layout—you'll find 
a full range of capacities and models that lets 
you match the equipment to the job exactly. 
You'll get the long-term economy, solid depend- 
ability and sound engineering for which CP 
Compressors and Boosters are famous. 


WHAT'S MORE, you'll get the extra benefits 
of CP ‘‘Job Engineering"—the advanced ‘‘know- 
how" that CP Engineering has been developing 
and applying for generations. It costs no more— 
but it can save you a lot! Write—tell us your 
problems—let us help you with a solution. 


MFG. COMPANY 


General and Export Offices: 
1243 W. Washington Bivd., Chicago 7, Ill. 
Sales Offices and Branches in 23 Principal Cities 


THE MARK OF 

DISTINCTION IN 

REFRIGERATION 
EQUIPMENT 

Creamery Package Mfg. Co. of Canada Lid., 

267 King Street, West Toronto 2B, Ontario 
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the challenge on to us in the industry to meet the budget 
requirement. Let’s move. 


Yours very truly, 
New Mexico 


These two letters are representative of the mail, 
that we have been receiving concerning the articles 
on heart disease and radioactive milk which we 
published in November, December, and January. 
We commented on the work that Mr. Snow has been 
doing in the editorial printed in our February issue. 
Mr. Snow’s approach to the problem was to replace 
lack of information and misinformation with the 
best accurate information he could find. A mighty 
sound solution, we think. 


The American Milk Review 
Dear Editor: 


Your editorial on “Surplus Milk Is A Producer's 
Responsibility” is just another dodge to escape facing 
facts. I am just a “one-cylinder dairyman’s” wife. From 
where I sit the dairy picture is a sure-enough jumble. 


With surpluses on one side and constant pressuring 
to enlarge operations and improve herds on the other 
and processor pressuring to install expensive equipment, 
which cannot be practical unless one operates on a big 
scale — quite a paradox! 

I think if real facts were faced we would have no 
surplus. If every man, woman and child could afford 
just the dairy products they need, we'd actually face a 
shortage. We ourselves could use a great many more 
commodities produced by other than dairy farmers, but 
we can’t afford them—and therefore do without. And 
in all these products the producer gets less than the 
processor. I am not blaming the latter, as processors 
have their problems; but if the producers and processors 
could get together on a common ground, something 
might be achieved. 

Locally, bulk tanks are being pushed by health boards 
or processors—probably both. So herds are being in- 
creased to make such an investment practical, if that 
is possible. 

What producers really need is $5.00 per hundred- 
weight regardless of butterfat content —that is a mini- 
mum. I’m sure that many of us would be more than 
happy to milk fewer cows at that price because then 
many of us could attempt to make ends meet. 

Therefore, I'd suggest that, rather than pass the 
buck from one category to another: 

1. Producer and processor study ways and means 
of better distribution 

2. Quit pressuring the farmer to get bigger and 
bigger 

3. Help dairymen get a decent price for the 
products 

Yours truly, 
Mrs. Ivan Kallis 


American Milk Review 
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and... 
Dari-Rich 


va _ OW 
fo : is the consumer's 
v=: M1@00) aT 0) sg (er- BEST BUY! 


And 


4 The so-called ‘‘instant”’ dry mixes cost the 
1€ 


consumer anywhere from 15 to 70% 
C A nr) O U be MORE PER QUART than “‘Dari-Rich.” 
Isn’t it smart business to tell these facts to 
““Mrs. Housewife” —your customer? 
Write today for advertising material to help 


you plan to build a greater “‘Dari-Rich”’ 
business in your market. 


Ow S CHICAGO 10, ILL., 679 ORLEANS ST. 
9 - * BROOKLYN 5,N. Y.,771 BEDFORD AVE. 
ne. * LOS ANGELES 58, CALIF., 4368 DISTRICT BLVD. 
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CHOCOLATE FLAVOR SUPREME 

















HOUSING PROJECTS 


seo Th GEeEs 


= MILITARY INSTALLATIONS 


) Here's Where Your NEW Milk Sales Will Start ! 


tener: 





__. GAS STATIONS 


TRAILER CAMPS 


SIZE: 34” Deep, 
44” Wide, 67” High. 
WT: 750 Ibs. 


LET 


JENNINGS 





SHOW YOU HOW TO INCREASE VOLUME-/07 RouiE/ 


JENNINGS AUTOMATIC MILK VENDORS are 
the answer to building greater milk volume. 
Dairies all over the country find these remark- 
able machines are opening up virtually un- 
explored territories . . . increasing their sales 
without greatly adding to overhead. There’s 


ENGINEERED AND MANUFACTURED BY 
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Reports on per capita consumption of milk for 
1957 are beginning to come in. Although the number 
of reports is insufficient to justify a sweeping con- 
clusion, they certainly are encouraging. The Dairy 
Council of Vermont reports a per capita consumption 
increase slightly in excess of five percent over the 
previous year. From the Wilkes Barre-Scranton, 
Pennsylvania, area comes a report of a two and a half 
percent gain. Both of these accounts are the more 
remarkable for the fact that they come from areas that 
have not shared in the population boom that has been 
so important in other markets. 


Comes from San Diego still a third story. 
Hugh D. Good, chairman of the San Diego Milk Council, 
told the council board of directors that per capita 
consumption in San Diego County last year was 38.04 
gallons as against 37.08 gallons in 1955. This is 
the equivalent of a two and half percent gain. 


The frustrating, contradictory nature of the 
issues that confuse and confound efforts to find 
legislative remedies for problems in price and com- 
petition is illustrated by the testimony presented 
at recent hearings in New Jersey. At the invitation 
of New Jersey's Office of Milk Industry consumers, 
producers, and distributors were invited to present 
their ideas on pricing and trade practices at a formal 
hearing. The hearing, which began on February 4, 
turned out to be what one observer described as the 
"longest, most complex, and most confused" hearing 
held by the New Jersey Office of Milk Industry. 


Principal issues were the matter of retain- 
ing or discarding resale price fixing, differentials 
between store and retail prices, differentials be- 
tween quart and multiple quart packages, premiums 
for bulk-tank milk, quantity discounts, and whether 
doorstep cabinets should be provided free or be sold. 


On every single issue there were directly 
opposite views. If bulk tank premiums were favored 
by some they were completely opposed by others. There 
was testimony in favor of quantity discounts and 
there was testimony in direct opposition to quantity 
discounts. Even on the matter of doorstep cabinets 
black was black and white was white. 


The hearing resembled a political rally the 
first day as members of the Tri-state Dairy Farmers 
Guild whooped it up for a higher price on all milk. 
Subsequent days were fairly fruitful except for the 
wrangling of certain legal eagles who seemed more con- 
cerned with their own brilliance as trial lawyers 
than with finding a solution to a rather critical 
problem, 
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Is Management Doing Its Job? 
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business, is the continuing decline in the number of fluid milk plants 

and its corollary, the trend toward larger plants. There are many 
forces at work such as population changes, customer buying habits, 
expanded marketing areas, increased costs, and narrowing margins to 
name a few. The sum of these forces is a vastly more complex, a vastly 
more involved business than ever before. In a word the demands of the 
modern milk industry requires management that knows its business. 


J ‘bsince loaded with the most profound implications for the milk 


The term “small plant” is a relative one. As Scott Walker points out 
in an excellent article on the subject that appears in this issue, we must 
revise our concept of what a small plant is. A small plant today, for 
example, would have been called a medium-sized plant a few years ago. 
The issue, however, does not appear to be so much a question of whether 
small plants can survive as it is a question of whether they can grow to 
a size that will enable them to continue as a business operation. The story 
of Ed Boernke, Fairacres Dairy Farms, Grand Island, Nebraska, is a prime 
example. One of two small independents operating competitively with 
a large national and a large regional dairy, he built the business to a 
volume tenfold over that which existed when he became manager. The 
second independent was sold to another national organization three 
years ago. 


We have been shocked at the meager records, at the rule of thumb 
standards, at the casual nature of the information on which decisions are 
based that characterize many of our small plants. The good plants and 
the good managers know what they are doing. They have the records 
and the information that are the essential tools of good management. There 
are doubtless some areas of human endeavor where the doctrine “What 
you don’t know can’t hurt you” has a certain degree of merit. But in the 
milk business what you don’t know can hurt you and hurt you badly. 


There is no thought here of minimizing the myriad problems that 
confront a milk plant operator. Certainly they are difficult and formidable. 
But it is precisely because they are difficult and formidable that the 
brains and the ability to cope with them are the first requisites of a good 
manager. We expect the milk business will be around for some time to 
come. Whether or not existing small plants will be around depends to 
a very large extent upon the managerial skill of the men who run them. 
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With This Article We Are Proud to 


Present the First of a Series on 
The Fundamentals of Organization 


OW DOES a man come to 
hold a position of leadership in 
a modern dairy organization? 
Sometimes, of course, he is born to it, 
having inherited a business founded 
by his father or grandfather. Some- 
times he assumes it by virtue of his 
education or special training. 


Much more often, however, he 
climbs to it through years of appren- 
ticeship and experience in doing the 
day-to-day work of his particular com- 
pany. The man who gets to the top in 
this way naturally tends to value abil- 
ity to perform action far higher than 
the skill required to direct it. Yet, un- 
less an executive gains a sound knowl- 
edge of the techniques of administra- 
tion, he will miss something that can 
be of real help to his own career and 
of major value io his business. This 
knowledge comes in large part from 
an understanding of the general nature 
of organization as it applies, not only 
in dairies, but in other types of enter- 
prise as well. 


Most leaders in business feel that 
success in managing their own com- 
panies would go a long way in fitting 
them to manage other companies. 
Conversely, many know that they can 
gain much of benefit to their own or- 
ganizations by studying the things 
done by managers in other organiza- 
tions. Thus, by inference, it is ac- 
knowledged that, in spite of the many 
differences which exist between one 
organization and another, there are 
yet common elements among all or- 
ganizations which permit knowledge 
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A Dairy 


Is 









a Dynamic: | 


By THORINGTON B. ROBERTSON, M.B.E. 





importance. 





A major product of the trend toward large milk plants is the 
increased complexity of the organizations that are required to 
gather, process, and distribute dairy products. It is our hope that 
these articles on business organization will prove to be both a 
review and stimulant for your thinking on a subject of primary 








gained in one to be applied to all 
others. 


There is a difficulty, however, in 
exchanging know-how between one 
kind of business and another: how can 
the special practices of one be gen- 
eralized so that the basic truths can 
be applied with profit to the other? 
And this difficulty appears even 
greater when techniques are com- 
pared between entirely different types 
of organization such as a business and 
a college. The problem is more imag- 
ined than real. It exists at all only 
because those who place the emphasis 
on being “practical” often look with 
a dubious eye on the idea of a general 
principle. To them a general idea 
which applies to all organizations re- 
gardless of their special purposes and 
functions is always “theoretical” and 
as such is of little or no help in ac- 
tually producing results. 


Not long ago I was discussing 
this matter with the manager of a 
successful milk sales and processing 
organization. He told me: “Look, in 
my business we time for 
theories, we have to concentrate on 
getting the work done.” 


have no 


In the next room his men were fol- 


lowing a process to purify milk based 
on a theory of bacterial action (first 
applied to wine) developed by a well- 
known French scientist named Pas- 
They were using a piece of 
equipment which was the direct out- 
come of the laws of thermodynamics 
and theories regarding the ultimate 
nature of heat. Every machine in his 
processing room, the very power that 


teur. 


ran them, existed only because some- 
one at some time had first propounded 
a general, more or less theoretical, 
principle. The special suitability of 
each device for its task was brought 
about merely by applying this general 
principle to a specific problem. In the 
same sense the system he employed in 
his office to keep track of his accounts- 
receivable first started as a principle 
of accounting laid down by an ac- 
counting specialist far removed from 
dairy processing and selling. He had 
simply adapted the 
this principle to his 
circumstances. 


conclusions of 
own = special 
No time for theories? My friend 
would be helpless without them. 
Most of the general principles on 
which he operates came originally, of 
course, from the sciences of biology, 
physics and chemistry. With the value 
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of theoretical ideas from these fields 
he is familiar. There are, however, 
principles governing the social group- 
ing of human beings which can be 
equally valuable. 

In our industry this fact has special 
significance. This is a kind of busi- 
ness in which all-around effectiveness 
is often the difference between profit 
and loss, life and death. It is there- 
fore important for dairy executives to 
consider the true nature of the forces 
they control and how, by good organ- 
ization, they can lead their associates 
to produce the maximum results with 
the minimum of effort, and 
expense. 


time, 


This article and others to follow 
deal with the truths that are common 
to all organized groups of men and 
Examples taken from the 
dairy industry will be used from time 


women. 


to time. These are chosen primarily 
because they are familiar; illustrations 
from other businesses, from military 
forces, or government bureaus could 
serve equally well. 

It is always helpful, and in this 
case, it is essential, to start discussion 
by standing far back from the familiar 
and obvious experiences of every day 
to see the subject from a new per- 
spective. To begin, that is, by de- 
fining what we are talking about. It 
is easy enough to produce a satisfac- 
tory definition of a dairy organization, 
some other type of business organ- 
ization, or a military, educational or 
governmental organization— providing 
each particular type is considered 
alone. To secure an understanding of 
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human organization in its fundamental 
nature, however, it is necessary to find 
a definition which can 

organizations whatsoever. 
ically, is an organization? 


describe all 
What bas- 


One thing it is not is a mere group 
of men and women who happen to 
come together in one place (such as, 
for instance, the crowd which gathers 
to watch a big fire). It is not a simple 
list of people who somehow can be 
related (such as a catalogue of all 
the families who live on the same 
street). Nor is it made up of persons 
linked to each other because some are 
completely dependent on the others 
(such as a mother and her baby). On 
the other hand, the great crowd of 
fans at a football game who follow 
the direction of a cheerleader to give 
encouragement to its team is an or- 
ganization, although of a simple, tem- 
porary kind. So also is a farm father 
and mother and their children where 
the youngsters help with the house- 
hold and thus 
general 


farm chores and 
contribute to the 


well-being. 


family’s 


There is some sort of relationship 
existing among the members of an 
organized group 
apart and, at the same time, welds 
them together. There is, in fact, a 
basic difference between a number of 


which sets them 


people when they are unorganized 
and the same people when they are 
organized. There is a difference in 
their relationship. There is a differ- 
ence in what they do. There is a 


difference in how they do it. In the 


latter case the members rely on one 


another. They defer to one another. 





who works at his job, which happens 
to be with the Glendale Division of 
Arden 
staff 

serve an area of Los Angeles with a 


One member stays his hand in favor 
of the others and permits his free 


actions to be controlled by their deci- 
sions. Within such a group there is 
a cohesion, a unity of purpose, an 
awareness of being together, which 
is lacking in an unorganized group 
where each person is preoccupied with 
himself and his private ends, inde- 
pendent from the others. 

There is a story told by the early 
pioneers of two prospectors who lived 
together away off in a mountain cabin. 
For months they maintained an ami- 
cable partnership, one cutting _fire- 
wood while the other did the cooking, 
one shovelling sand while the other 
panned it, one blazing trail while the 
other led the pack-horses. Sharing 
and cooperating in everything, they 
formed a smoothly operating team. 
Then, in the middle of a long winter, 
they had a violent quarrel which re 
sulted in the breaking up of the part 
nership. Because of the deep snows, 
however, neither could leave the 
claim-site. Angrily they took a piece of 
charcoal and marked a line squarely 
down the middle of the cabin. They 
divided all the food, the tools, and 
the utensils and lived the rest of the 
winter in splendid isolation and sel! 
sufficiency, each on his own side of 
the line. Each cut his own wood and 
did his own cooking, each broke his 
own trail, each planned his own pro 
gram; two self-willed men who neve 
spoke to each other from that day 
forward. 


Obviously something existed before 
the quarrel which ceased to be as 
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soon as the charcoal line was drawn. 
Before, there was a team, a simple 
there was 
none. The men were the same, the 
cabin was the same, the food and tools 
and equipment were the same—every- 


organization. Afterwards 


thing was the same except the con- 
certing of effort toward a common 
end. 
Basic Difference 

The difference was a basic differ- 
ence in While they 
they were 
mutually dependent, when they ceased 
to form an organization they were 


relationship. 


formed an organization 


as long as they depended on each 
other they formed an organization and 
when each looked after himself the 
organization ceased to be. 

This is the prime distinction be- 
tween an organization and a collec- 


7 


existing, within the orbit of the 
group, in mutual dependence 
upon one another. 

This is a difficult, perhaps disturb- 
ing, way of describing an ice cream 
company, a chamber of commerce, a 
grammer school, the army, or a polit- 
ical party. Not only is it a purely ab- 
stract description, but it deliberately 
omits any reference to that internal 
subdivision into parts and sections 
which in practically all cases seems to 
be the main distinguishing feature of 
organizations. Underlying all familiar 
definitions is the idea that an organ- 
ization is basically a formal arrange- 
ment of people into departments, sec- 
tions and subsections—that an organ- 
ization is an organization precisely be- 
cause it has some sort of structure! 
Thus, in the case of a manufacturing 





Two concepts relating to organization are illustrated in this picture. The crowd watching 


the parade is not an organization. 


The parade is an organization. 


Incidentally this 


parade was part of a promotion put on by a third organization, Hyde Park Dairy in 
Wichita, Kansas. 


tion of independent people. It is much 
the same as the difference between 
an organized hive of bees and an 
unorganized swarm of grasshoppers; 
mere numbers or nearness are not 
Rather it is 


whether or not there is a state of 


the determining factors. 


mutual dependence. 


Any human organization is obvi- 
ously and first of all a group of men 
and women. But it is a group of men 
and women among which a special 
relationship exists: each one is in some 
fashion dependent upon all the others. 
Thus, to be precise: 


An organization is a group of 


two or more human_ beings 
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company, where the people are ar- 
ranged into a processing division, a 
sales division, an office, a shipping 
department, and so forth, and where 
each one of these larger divisions is 
made up of smaller sections and sub- 
sections, the formal arrangement by 
itself presumably creates the organiza- 
tion. Actually, as will be discussed in 
a later article, any arrangement or 
structure an organization displays is 
a secondary effect which arises out of 
the fact that the members are mu- 
tually dependent. 


This discusssion adds up to a point 
The 


responsibilities of management cover 


of great practical importance. 


many fields: finance, operations, sales, 


personnel, and others. Effective or- 
ganizing is the technique a manager 
employs to extend the efforts of him- 
self and his associates in these fields 
to the highest possible levels, thus 
achieving for the group what would 
be impossible for individuals work. 
ing alone. When one organizes or re- 
organizes a company with what, then, 
does one deal? With human lives? 
With machines and buildings? With 
organization charts? 


In actual fact, one deals primarily 
neither with people nor things but 
with relationships, relationships be- 
tween men and women arising from 
the fact that they are bound together 
by a state of mutual dependence. The 
process is much more subtle than that 
of arranging or rearranging divisions, 
moving sections from one division to 
another, or creating or eliminating de- 
partments. It is worthy of the most 
thorough understanding. 


To secure that understanding, some 
amplification of what is meant by “mu- 
tual dependence” is required. Left 
purposely vague, it could refer to a 
condition arising from a variety of 
circumstances, social, domestic, polit- 
ical, economic. If one particular type 
of organization be taken as an ex- 
ample—a privately-owned cheese fac- 
tory, say—mutual dependence may 
appear to be mainly economic; the 
employees depend for their income 
upon the machinery, buildings and 
plant purchased by the owner, and 
the owner depends for an income from 
his investment upon the efforts of his 
employees. Alternatively, in a country 
club the mutual dependence would 
seem to be based mainly on social 
factors. When applied generally, how- 
ever, to all types of organization— 
armies, schools, churches, businesses, 
governments, societies, families—such 
special bases for mutual dependence 
lose their seeming importance and it 
becomes evident that a more funda- 
mental root cause must be involved. 


When the peculiarities of each spe- 
cial type of organization are cancelled 
out and things which 


are common to all organizations are 


only those 


considered, it becomes evident that 
mutual founded on 


The 


dependence is 
interdependent activity. reason 


is_ this: 


The one significant thing that all 
organizations have in common is the 
performance of activity; they all do 
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The Man With The Lily Plan plays the numbers! 





Result: A new 32 0z. cottage cheese container 
which uses Lily’s present 16 0z. cottage cheese lids 


Turning to the wonders of electronics helps The Man With 
the Lily Plan turn up novel ideas in design, printing, economy. 


Here he studies figures showing dairy container and lid require- 


ments and storage problems—figures that will 
play an important role in every container Lily* 
constructs for dairy use. 

Probing and investigation of this sort are 
standard operating procedure at Lily. Having 
pioneered the squat 32 oz. Nestrite* for cottage 
cheese, Lily now offers ancther new 32 oz. cot- 
tage cheese container—a new tall shape. One 
of the many really exciting features of this new 
container is that it uses any standard 16 oz. 
Nestrite lid (paper overall, disc, window, plas- 
tic overall or tin overall). Now dairies have 
available to them a king-size cottage cheese 
container that reduces lid storage problems and 
helps simplify inventory control. One lid now 
takes the place of two and can be ordered in 
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larger quantities at lower per unit cost. 
Naturally this brand new container incorporates all the tried 
and true Lily construction features. Complete flavor-protection 


of the contents is assured. So is recognition, 
for this tall quart Nestrite is truly an eye- 
stopper when printed in your own design. This 
new 32-oz. tall Nestrite is also available in the 
bright red and green stock Cottage Cheese De- 
sign (shown). or the famed Oaken Bucket 
Design. 

We feel certain that you’d like to join the 
ever-growing list of progressive dairies desir- 
ing samples and full information on Lily’s 
“hig” cottage cheese container. We have all the 
necessary details on hand, awaiting your re- 
quest. Send your note to Lily-Tulip 
Cup Corporation, Dept. MP-3, 

122 East 42nd St., N. Y. 17, N.Y. 
=7T.M Reg. U.S. Pat. Off. 














New F-600 has higher horsepower and more rugged chassis 
construction. More payload capacity than any other 2-tonner. 
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i Look at Ford’s new line of trucks for stronger frames, in sturdier axles, in higher- 
delivery work . . . all have higher horse- capacity springs. 

power and more durable chassis. And Ford’s One look at these completely new, boldly 
new pickup with its smart-looking Styleside modern Ford trucks for 57 will make you 
body gives you the biggest capacity in the want to see just what they can do. Get in 
half-ton field—standard at no extra cost! touch with your Ford Dealer now! 

} i; 

\ . 
ie Only Ford Gives You All These Deep-Down Modern Features 














Boldly modern! That’s the big news in 
Ford trucks for 57. Modern styling outside 
—modern engineering through and through. 
They’re the most efficient trucks Ford has 
ever built—engineered to cut your costs. 


— more modern... 
in more ways...to cut 
your costs! 


Under the hood of a ’57 Ford, you’ll 
find important new advances in power. 
Engine breathing is freer, more effi- 
cient. And every engine—V-8 or Six 
—offers the cost-cutting benefits of Ford’s 
modern Short Stroke design. 

Deep down it’s a rugged truck, too! 
There’s new toughness everywhere—in 








NEW Driverized cabs—stronger, 
roomier, smarter! New wider full- 
wrap windshield. New inboard cab 
step, new Hi-Dri ventilation. 


NEW Heavy Duty V-8’s now have 
4-barrel carburetion standard. Fresh- 
air intake with new thermostatic 
control available on 302 and 332V-8's. 


NEW hydraulic clutch, standard on 
all models. Easier to operate—works 
like hydraulic brakes. Foot pedals 
are suspended type. 


NEW riding comfort! New chassis 
suspension and roomy cabs with 
increased visibility combineto greatly 
improve riding and handling ease. 


NEW power advances! Higher 
horsepower, increased compression 
ratios, freer breathing. New advance 
ments from camshafts to carburetors! 


NEW chassis strength! New frames, 
up to 13% stronger. New sturdier 
axles! New higher capacity, easier 
riding front and rear springs 




















FORD TRUCKS 
COST LESS... 


LESS TO OWN...LESS TO RUN 
...LAST LONGER, TOO! 
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BOARD OF DIRECTORS 


























GENERAL MANAGER 
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SALES MANAGER OFFICE MANAGER 
RETAIL FLEET WHOLESALE ACCOUNTING PERSONNEL PURCHASING 
SALES JOPERATIONS [|_| SALES RECORDS 
PLANT MANAGER 
PROCESSING QUALITY MILK MAINTENANC 
CONTROL [~~~ | PROCUREMENT 
SHIPPING TRANSPORT GARAGE 





These two illustrations demonstrate one of the techniques of organization and one of 
the results. The organizational chart shows how complex a modern milk processing and 
distributing organization can become. 
interrelationships demand. The relationship between the flow of product and the place- 
ment of people with specific responsibilities produces a smooth functioning organization 
when the principles are understood by management whose job it is to organize. 
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It also emphasizes the need for planning that 


things. As was previously noted, a 
mere list of people, even though it 
may be called such, is not an organ- 
ization. A number of people brought 
together in one place is not, per se, 
an organization. It is only when sev- 
eral people act as a group that they 
become an organization. This is true 
if for no other reason than that every 
organized group is founded on the 
maintaining or achieving of some col- 
lective purpose—otherwise it would 
have no reason to exist. In this world 
of constant change, maintaining (much 
less achieving) a purpose always re- 
quires action of one sort or another. 
Hence, the doing of things is the 
essential means by which every organ- 
ization fulfills its destiny. 


Because human beings are, by their 
very nature, active creatures, the 
carrying on of action can be discerned 
in any group of them. In a temporary, 
unorganized crowd these actions are 
personal to each individual; there is 
no necessary between what 
is done by one and what is done by 


relation 


any other. In an organized group, on 
the other hand, the individuals do not 
act entirely independently but rather 
in relation to the activity of the group 
as a whole. 


Moreover, the members do not each 
perform exactiy the same tasks. In- 
stead, the total activity of the organ- 
ization is parcelled out among them 
according to the principle of a divi- 
sion of labor so that the activity of 
each member tends to be restricted in 
variety and extended in amount. This 
division of labor, no matter how 
simple, produces two immediate re- 
sults. It welds the group into an inte- 
grated whole such that the successful 
fulfillment of the efforts of all depends 
upon the appropriate performance of 
activity by each one. It further makes 
every member more or less a special- 
ist. Although specialist 
member is pledged to effecting the 
purpose of the group, he 
perform all of the several kinds of 
action required to do this. His activ- 
ity is partial only, and he thus must 
depend upon the actions of the other 
members for both the point and the 
ultimate fruition of his own endeavors. 


each such 


does not 


Thus an organization could be de- 
fined as a group of men and women 
among whom specialization of indi- 
vidual action 


has worked to restrict 


the roles played by the members, so 


(Please Turn to Page 112 
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"Teachers, too, 


prefer 
CANCO 
‘cartons 





“es TI 





“a. 


... because even the youngest pupils 
can open them — unassisted ! 


The teacher who supervises an elementary class welcomes the 
Canco carton. She knows the youngest student can open it easily 
himself, and pour or drink from it without spilling. 

In fact, this superior carton has features that make it everyone’s 
favorite—cafeteria managers, vendors, factory workers, house- 
wives, grocers. It’s easier to open and close, provides “controlled 
pouring,”’ is compact, sturdy, sanitary, handsome. 

Your Canco representative will gladly tell you more about the 
many advantages of the Canco carton, and how it can mean 
greater sales at lower costs for your plant. Give him a call! 


Mr. Dairyman: Ask your customers which carton they prefer! 


Ask housewives, vendors, teachers, grocers—ask some children, too. 
Show them the Canco carton—any size—along with any other milk con- 
tainer you choose. You'll find the preference is overwhelmingly for Canco! 
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Meet £4 Boernke of 
Fairacres Farms. 


His Story Prompts | 
the Question — 





















aad tre : ae 
On January 24 the Junior Chamber of C rece, Grand Island, Nebraska, 
named Edward Boernke, Manager of Fairacres Dairy Farms, as Grand Island’s Hous« 
Boss of the Year. Picture shows Mr. Boernke receiving the award from Jaycee empl 
Jake Heimbuch. honos 
recen 
and | 
Platt 
W A MAKES BOSS ? ploys 
: j \ ~ 1 
firms 
By NORMAN MYRICK petir 
large 
eloq 
achi 
Business Manage- and so great was his instinct for lead- Out in Grand Island, Nebraska. ciac! 
ment is a course that ership that neither he nor the men a city of 25,000 people, Edward busii 
Luchwive appears more and that he led questioned his right to Boernke, manager of Fair Acres the 
fev more frequently in leadership. Farms, Inc., has been named “Boss seco 
college catalogues. A Boss Is Many Things of the Year” by the Junior Chamber anot 
. cei yo ye ea We have been using the terms of Commerce. By all of the tests Mr. ago. 
— a @ " . af “manager” and “leader” interchange- Boernke merited the award. His rec- that 
mentary role o ae ae ae “Race” 
; ably here when perhaps we should ord justifies the title of “Boss. to th 
management and an attempt to trans- me iy eens, fe mae be thet “tem \ 
ia separate them. ay be that “man- 7 ma , _ 
late it into teachable terms. That ’ ems r a ec Phgen! Grand Island is a proud, energetic : 
ager’ is the scientific as anc shes — be 
management is a fundamental ingredi- as > he E city in the heartland of the nation. prin 
a hee leader” the artistic aspect of the com- a ager tae that 
ent in any business enterprise is open ; A es It is proud of its civic achievements, 
‘ ; ab ; bination that we usually call “the Pics ie ; ; keer 
to little argument. That it can be =e ee proud of its industry, its schools, its 
é : boss.” If this is true, then it follows ; . x and 
taught is something else again. é ; churches. It seems to exude an ail 
that he who is accorded the title of Saal cated sities tis pan 
; aati age of restless energy that we conside 
Management is a combination sci- “Boss” is one whose grasp of the ; ce f tional life Sect 
es ale ; ye a characteristic of our national life. 
ence and art. The scientific aspects technical problems of management is i ik ies 2 wei oe gro’ 
; , Pi s important t iderstanc 
such as psychology, accounting, law, finely balanced by his abilities as a ap ’ | attr 
: . . Wa ry Var > - rea- 
and finance lend themselves to the leader. A manager may be “the jerk eee ee a our 
classroom and the text book. But there in the front office” or he may be a _— for the yore that Mr. ap , inte 
comes a point where the scientific slavish follower of the book, or he has enjoyed stems from his soca” in 
aspect ends and the art begins. It may be a skillful judge of men and of this element in the community. His om 
may be merely the matter of a smile materials. A leader may be a _ be- advertising program, his sales pro- ers 
at the right time. It may be the exer- loved symbol referred to as “the Old gram, his employee-relations program pro 
cise of a judgment that the text books Man” or “the Skipper,” or “the Chief.” all revolve around the central concept 
can suggest but cannot supply the But “the Boss” is the man whose pres- of pride in the community and faith 
courage to execute. Whatever it may ence is felt from the receiving deck in its future. 
be, like all other arts, a basic talent to the high echelons of the company ‘d Boernk —pe for 
seeak ails te teenie welts Ts teen teen Nite gig hae al Ed Boernke came to Grand Islanc the 
egin with. It has been lierarchy. He is the summation o Wi i in 1068. Fai 
written of Andrew Jackson that if he all that the business represents. He — ae & 3. _ — ho: 
had descended from a cloud into the is what he is because all people and was a small independent when he = pal 
midst of a city engulfed in flames he all things in the business—employees, over. It is still an independent but An 
would have been at the head of the stockholders, executives, and the bal- its volume of business has increased pa 
fire-fighting hosts within an hour. So ance sheet—acknowledge his right to tenfold. Housed in a smart, modern lea 
great were his talents as a manager the title of “Boss.” plant the firm employs 82 people of 
34 American Milk Review M 


iska, 
vard 
ores 
Boss 
nber 

Mr. 

rec- 


setic 
tion. 
ents, 
, its 
air 

r to 
life. 

this 

rea- 

rnke 
ition 
His 

pro- 
ram 
cept 
Faith 


land 
cres 
took 

but 
ased 
Jern 


ople 


iew 








Housed in a splendid modern plant Fairacres Dairy has 82 
employees who were “just as proud as you must be of the 
honor that has come our way.” A new branch has been opened 


recently in North Platte with 10 
and has a new branch office in North 
Platte that operates 10 routes and em- 
ploys 12 people. 


There were two small independent 
firms in Grand Island in 1946 com- 
peting with a large national and a 
large regional dairy. Perhaps the most 
eloquent expression of Mr. Boernke’s 
achievement is contained in the suc- 
. he built the 
business to a volume tenfold that of 
the date that he took over while the 


cinct summation, 


second independent dairy was sold to 
another national operator three years 
ago.” We have a sneaking suspicion 
that in those words is a major answer 
to the problem of the small milk plant. 

Mr. Boernke lists two factors as the 
primary instruments in the 
that Fairacres has had. “First is a 
keen interest in employee relations 
and our employee’s faith in the com- 


success 


pany and willingness to work for it. 
Secondly, we feel that much of our 
growth in the past few years can be 
attributed to our relationship with 
our home town community, the great 
interest all of our employees take 
in civic and church affairs, and par- 
ticularly our approach to custom- 
ers through a 
program.” 


unique advertising 


The Science and the Art 

Fairacres has a pension trust fund 
for employees, completely paid for by 
the company. Group insurance, life, 
hospitalization, pay for off-work are 
participated in by every employee. 
An above average wage scale is accom- 
panied by liberal vacation and _ sick 
leave periods. These are an expression 
of the management part of a_ boss’ 
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12 employees. 


function. Planning, finding ways to 
put the plan into operation, making 
sound budgetary arrangements, those 
are the responsibilities of a good man- 
ager. The book tells all about it. But 
Mr. Boernke did not stop with the 
book. At this point the art of leader- 
ship shows up. How he exercised that 
art we do not know. It probably was 
a medley of a great many things. We 
do know that he is friendly, that he 
makes his people feel that he is inter- 
ested in them as individuals and in 
their individual problems. We know 
that he is always willing to listen. We 
know that he has the courage to make 
the big decision, to do the thing that 
ought to be done and do it right. All 
of these things, little things, big 
things, intangible things make Mr. 
Boernke a leader as well as a man- 
ager. When he was chosen as “Boss 
of the Year” the employees wrote him 
a public letter part of which said, 
“So, ‘boss’ and fellow worker, we're 
just as proud as you must be that 
this honor has come our way. It re- 
flects the friendly spirit of cooperation 
that has permitted Fairacres to be- 
come a sizeable and appreciated em- 
ployer in this place we are all proud 
to call our ‘home town.’ 


“We know this feeling is in the 


heart of every Fairacres employee, 
so we list our names as we repeat it 


‘Congratulations, Boss.’” 


Notice the words, “fellow worker,” 
“proud,” “come our way,” “friendly 
spirit of cooperation,” “appreciated,” 
“home town.” Somehow, exercising 
the subtle alchemy of the leadership 
art, Mr. Boernke reached the people 








It has been written of Mr. Boernke: “Everybody from his secre- 

tary to truck driver refers to the boss as ‘Ed’.” The caliber of 

the people who work at Fairacres is an indication of the caliber 
of man it takes to earn the right to be called their boss. 


He 
imbued them with his own spirit of 
drive and understanding, gave them 
the vision of the possibilities that were 
there for people who were willing to 


who work for him and with him. 


work. The letter was not merely the 
result of good working conditions, of 
the pension fund, or the good wages. 
It was more than anything else a 
recognition of the fact that here was 
a man to follow. 


A Study in Advertising Techniques 

As a clinical study in creating an 
advertising campaign that captures 
the mood of a city, the series of Fair- 
acres ads entitled “Home 
News” is worth a long, hard look. 
The format is a 
ad running once a week. It has been 


Town 


newsy two-column 
consistently devoted to saying some- 
thing good about Grand Island, 
Nebraska. There are four basic parts 
to the ad: These are (1) a salute to 
some home town organization, (2) an 
“interesting fact” about the commun- 
ity such as coming events or an item 
of historical nature, (3) pictures and 
a brief character sketch of a Fairacres 
employee, (4) small ad space devoted 
to a Fairacres product. 

Whether Mr. 
not when he worked out the series 
with the Grand Island Daily Inde- 
pendent, the use of editorial tech- 


Boernke knew it or 


niques in an advertising program rep 
resents the very best in current adver- 
tising thinking. Studies made by the 
Advertising Bureau of the American 
Newspaper Publishers Association 
have demonstrated the high degree 
of readership that this technique can 
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generate. Hundreds of people have 
expressed their appreciation of the 
column. In 1955 it was recognized as 
one of the best original advertising 
campaigns in Nebraska Dailies. 

The column discusses such things 
as the new Advisory Board at St. 
Francis Hospital, What’s Wrong With 
Teen-Agers, Little League baseball, 
the Junior Chamber of Commerce, 
the selection of Grand Island as the 
“All American City,” and the Grand 
Island Community Chest. The column 
is a lively, well-written series of ob- 
servations on Grand Islander’s fav- 
orite community. It builds a little fire 
under its readers now and then. It 
suggests areas where work needs to nai ; 
be done. But no mattter what the — lh pon =the pt gy 
subject the end result is to make a stranger to many plants, is indicative of 
proud people prouder. the planning that has gone into the man- 

agement phase of the “Boss’” work. 
Home Town Pride 
This column is admittedly a booster Wh write the column believe what 


te it says. Gre sland is a good place 
column. There are many communities it says. Grand Island good p 





Chamber of Commerce and serves 
on the Board of Directors. He is an 
active leader in the Trinity Lutheran 
Church where he has served on the 
Board of Elders for several years. He 
is an active member of the Lutheran 
Layman’s League and a strong mem- 
ber of the Kiwanis Club. He is, jn 
short, a citizen of Grand Island. 
Nebraska. 

We have dwelt at some length on 
Ed Boernke. It has not been our pur- 
pose merely to dish out praise al- 
though what he has accomplished 
certainly merits recognition. Our pur- 
pose has been to try to point out a 
very valuable asset that belongs to the 
locally-owned independent dairy com- 
pany. The milk business is still pri- 
marily a local business. When you 
have a man who understands that 
fact, who understands how to attune 
his business to the mood of the local 
community, how to make both his 
employees and his customers identify 





where it would lay a large, smooth i live. It is an “All American City. their company with the homely beau- 
egg. But in Grand Island, the “All It is the “Home Town.” They're proud tiful concept of the “Home Town,” 
American City,” the “Heartland of of it and so are the people who read then you have a man who can survive 
the Nation,” the “Home Town,” it is the column. and who can build. You also have a 
a resounding smash hit. One has the The best proof of the column’s basic — man who can be rightfully called “The 
feeling its greatest virtue is its hon- honesty is Mr. Boernke’s own civic Boss,” because that is exactly what 
esty. Mr. Boernke and the people activities. He is a member of the he is. 
The new 


KLIMATIC KING 


o compact heating, ventilating unit 
Engineered with dairy industry humidity problems in mind 











Designed for dairy, ice cream and food process- 
ing plants, the Klimatic King is fabricated 
with a corrosion-resistant galvanized steel cas- 
ing, insulated to eliminate condensation and 
dripping. Automatic controls for temperature 
and ventilation. Two speed motor for “high” 
and “low” production periods, provides maxi- 
mum economy of operation. These and many 
other features are standard with the Klimatic 
King, not “‘optional extras’. The quality leader 
in its field. Sizes 3,500 to 20,000 CFM. 





Write today 


Write for detailed technical bulletin. for details 
More than fifty years experience is at in Catalog 782F 
° your disposal. Write today 
for performance you 
THE I] co. OF OWATONNA 


914 NORTH CEDAR ST. OWATONNA, MINNESOTA 
MANUFACTURERS OF SHARP FREEZE, COOLING, VENTILATING AND HEATING SYSTEMS 
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SUPERIOR COMBUSTION INDUSTRIES INC. 
TIMES TOWER, TIMES SQUARE, NEW YORK 36, N.Y. 


PACKAGED BOILERS 





Superior Fire Tube Steam Generators 
are completely factory assembled and 
tested. Capacities range from 20 to 600 
b.h.p. for steam or hot water heating and 
for industrial applications requiring pres- 
sures to 250 p.s.i. Built-in induced draft 
and full 5 sq. ft. of heating surface per 
b.h.p. provides efficient operation firing 
oil, gas or both. 
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“Here at Heinemann’s Kewaskum Dairy we 
take pride in offering our customers a choco- 
late milk that is superior in flavor and that 
has an appetizing chocolate appearance. 

“The folks at Johnston’s are continually 
coming up with suggestions that help us sell 
more chocolate milk. Incentive plans, cus- 
tomer literature and all sorts of good adver- 
tising and merchandising materials have re- 
sulted in a steady increase in our sales. We 
would also like to add that our Johnston 
chocolate specialist always gives us the very 
best service.” 


CARL FREEHAUF, Asst. Mgr. 
Heinemann’s Kewaskum Dairy 
Kewaskum, Wisconsin 


ROBERT A. 
March, 1957 


‘‘We like the ease of handling and the economy of chocolate in powdered form, 





JOHNSTON COMPANY °« 


Are your sales of chocolate milk or chocolate drink 
showing a steady increase? If not, it’s time you talked 
to a Johnston chocolate specialist. He’ll be glad to 
analyze your operation and make specific recom- 
mendations. His suggestions will be based on your 
equipment, your processing methods and market. 

Moreover, he’ll work right on the job with you. . 
put on a demonstration in your plant. Whether you 
prefer powdered chocolate or syrup, he'll provide a 
formula and procedures that are best for your dairy. 

And that’s not all! He’ll place at your disposal a 
portfolio of merchandising plans and help you select 
a sales-boosting program. 

There is undoubtedly more profitable volume in 
dairy chocolate than you have ever realized. Investi- 
gate this opportunity for increasing your dairy’s sales. 
Johnston knows chocolate. Call in a Johnston chocolate 
specialist! You'll profit from his advice. 


G 
rN i «j ry . 
he Do et a 


Chocolate and Cocoa Division 





MILWAUKEE, WIS. «¢ HILLSIDE, N.J. 





” Carl Freehauf, 
asst. mgr. of Heinemann’s Kewaskum (Wis.) Dairy tells Don Michela of Johnston’s field force. 
“‘Johnston’s No. 70 Dairy Powder’’, he adds, “‘fills the bill on all counts.” 
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e Future of the 


Milk Plant ? 


By SCOTT WALKER and JACK WEBER 
University of Idaho 


Is_ there still a 


Cucltins place in the Ameri- 
can dairy industry 
fealahe for the small fluid 
milk plant operator? 


Statistics don’t 
seem to be in _ his 
favor. The past six 

seen a drastic reduction 

in the number of small plants. They 
have gone out of business, consoli- 
dated or have been absorbed. In the 

State of Idaho in 1956, for instance, 

there were only 35 percent as many 

fluid milk plants in operation as there 
were in 1950. Most of the smaller 

ones are gone. Boise, a city of 45,000, 

in 1956 saw the consolidation of the 

last four small independents, thus 
leaving only three milk plants where 
there had been 12 a very few years 
ago. This is not an isolated situation. 

It is repeated in state after state across 

the nation. 


vears have 


To try to find the answer to whether 
there is a place in the dairy industry 
today for the small plant operator 
the University of Idaho De partment 
of Agricultural Economics made a de- 
tailed study of small and medium- 
size fluid milk operations. Plants re- 
ceiving from 10,000 to 130,000 
pounds per week were included. The 
purposes of the study were to find 
economic levels of operation, the 
most profitable product output opera- 
tion within a given market, the most 
profitable type of bottling and con- 
tainer for 


different-size operations, 
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and suggestions for efficiency applic- 
able to operations of varying sizes. 
The findings indicate that there is 
a place for the small plant operator, 
but that we must change our ideas 
of what the small plant is. 
the same as 20 years ago. 


It is not 
The small 
plant today would have been con- 
sidered medium-size or even large, 
then. 


The minimum operation for a small 
plant today (other than a one-man 
is about 45,000 
Ibs. of milk per week, and then it 
can only survive with wise manage- 
ment and hard work on the part of 


or family operation) 


the operator. 


Most Important Factor 


It was found that the single most 
important factor in determining 
whether or not a plant made money 
was in the choice of products proc- 
essed and the volume of output of 
each. The 
market, 


present and 
of course, 


potential 
dictates what can 
what prices. The 
secret of success for the small plant 
lies in finding the most efficient op- 
eration for the combination of prod- 
ucts that it can sell. 
plant, to 


be sold and at 


Often, however, 
a small have 


efficiency, 


optimum 
must increase or decrease 
the output of a 
To do this the 
mote 


single product. 
operator can pro- 
products that are short of 
optimum production for his size op- 
eration to increase sales, or he can 
raise or lower the price of a specific 


product to encourage or discourage 
sales to bring each product into line 
with optimum production. In the 
event that a dairy operator doesn't 
know what his market or market po- 
tential is, the best he can do is use 
fluid milk sales as a base and manu- 
facture by-products in the most ef- 
ficient combination with this base. Of 
course, he may have to adjust his 
price structure and promotion pro- 
cases, 
lower—sales to this efficient combina- 


gram to raise—or, in some 


tion. 


The plant that processes only fluid 
milk will have a more difficult time 
surviving than one that processes its 
own by-products. In fact, under 
present conditions it seems highly im- 
probable that a small plant handling 
only fluid milk can survive at all. 


This does not imply that a plant 
with a volume of less than 45,000 
pounds per week can’t stay in exist- 
It can (for a while) but only 
if the operator can buy good equip- 


ence. 


ment at low prices, can mine his re- 
sources (this is, let his equipment de- 
preciate without replacing it) and/or 
do the work of more than one man 
to save labor costs. 

To figure the most efficient prod- 
uct output combination for a single 
plant, it is easiest to think of the 
plant’s production as made up of seg- 
ments which can be added or taken 
from the total operation. Each seg- 
ment consists of the costs involved in 
producing one product. 
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STRONGER CORNERS—The sheet steel cor- 
ners on Cumberland cases have been rein- 
forced with vertical wires, thus giving extra 
strength where strength is most needed. 
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NAME PLATES—The number of lost 
or stolen cases is reduced to a mini- 
mum when Cumberland porcelain 
name plates are used. These name 
plates can be had in a variety of 
colors and many letter styles. Utilize 
this new and better means of inden- 
tification. It sets a new standard in 
the industry. 


Set, 5 SNe 














SHEET STEEL BOTTOM—For added 
olge) ite ilola Man (ool | ME ole] ol-1a olelelae Mae) iE 
tainers, Cumberland offers a galvan- 
ized sheet steel bottom—years of 
experience have proven this gives 
the most effective container bottom 
protection available in the industry. 
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are less in Cumberland cases than you ever believed possible. 
slant There is a Cumberland case for every 
,000 requirement. See your jobber or write 
»xist- _ us direct for descriptive literature and 
only x N prices for your specific requirements. 
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REDUCE YOUR COST OF DISTRIBUTION BY 
USING ONE OF THESE MOST MODERN CASES 


CUMBERLAND 
CASE COMPANY 
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the CHATTANOOGA, TENNESSEE 
seg- 
aken 
seg ENGINEERED PRODUCTS 
d in 
BOUND-O-STEEL BOUND-O-STEEL 
20-Quart Case for Quart 3x 4 Case for Square 
Paperboard Containers. Glass Milk Bottles. 


Output of fluid milk, the most im- 
portant product, is the base from 
which to work. 


Let’s assume a plant that processes 
only in glass containers is faced with 
the decision of whether or not to go 
into paper. The answer rests on how 
much increase there will be in total 
revenue and how much increase there 
will be in total cost because of this 
change. (At this point we’re not con- 
sidering the problems of investment 
capital, we are considering only op- 
erational costs for the new process, 
including depreciation and _ interest 
on added investment.) If the total 
anticipated increase in revenue does 
not cover all additional costs, then it 
is not profitable to add the paper op- 
eration. “Anticipated” increased sales 
may mean added sales because of 
this new product, it may mean ex- 
panding the market to other areas, 
or it may only mean holding sales in 
the face of tough competition. How- 
ever, anticipated increased sales must 
bring in more revenue than the in- 
creased cost takes away in order to 
make the change profitable. 

Now, should the plant under con- 
sideration produce cottage cheese? 
The operator must go through the 
same type of reasoning in order to 
find an answer. He has to figure how 
much total increased revenue at the 
market price this new product will 
bring and weigh it against increased 
costs incurred because of the new 
operation. If the plant has adequate 
room to manufacture cottage cheese, 
no additional building costs are in- 
curred, but if making cottage cheese 
means adding on another room, the 
depreciation and interest on invest- 
ment of this expansion has to be 
charged against cottage cheese or dis- 
tributed among all the by-products 





118 OREGON DAIRY PLANTS 
QUIT OPERATING SINCE 1946 


Sixty-nine pasteurizing plants 
and 49 dairy manufacturing 
plants have discontinued busi- 
ness in Oregon in the 10-year 
period between 1946 and 1956, 
according to the Oregon depart- 
ment of agriculture. 

Still operating are 73 fluid 
milk pasteurizing plants and 92 
dairy manufacturing plants. 


Commenting on the 118 dairy 
plants no longer operating, 
Kenneth E. Carl, assistant de- 
partment of agriculture chief 
responsible for dairy sanitation, 
said that the shift from factory 
milk to fluid milk which brought 
higher returns dried up the sup- 
ply of many manufacturing 
plants, causing them to cease 
operations. In addition, plants 
centralized operations for econ- 
omy. He said that the advent 
of the paper container, which 
small plants could not adopt 
economically, was the greatest 
single reason for the decline in 
the number of fluid milk pas- 
teurization plants. 











that will be manufactured in this 


Space. 


If cottage cheese can be manufac- 
tured without hiring additional help, 
there is no labor charge for cottage 
cheese; but if additional help is re- 
quired, the cost of this help, or that 
portion of it that goes into making 
cottage cheese must be charged. Cost 
of skim milk, depreciation, and in- 
terest on added equipment, carton 


costs, and production failures are, of 
course added costs. In most cases the 
added cost of electricity, refrigera- 
tion and heat are negligible. By going 
through the costs item-by-item, the 
total additional costs must be less than 
the additional revenue of this new 
product to make cottage cheese a 
profitable addition. If the added costs 
and revenue are not in profitable bal- 
ance at the present price, possibly 
raising or lowering the price will 
change the volume sold so as to bring 
output into a profitable balance. 


Should butter manufacturing be 
added? The same procedure is used 
to determine whether or not it will 
be a profitable operation. Estimate 
the added revenue that would come 
from butter and weigh this against 
the added costs incurred in manu- 
facturing butter. Remember, butter 
sales will not be restricted to the 
sales in the local market—butter can 
always be sold at central markets. If 
it is at all profitable to sell butter at 
the central market (this means it 
would be even more profitable to sell 
it retail) the only governing factors 
in making profit from butter is the 
supply and price of available butter- 
fat and the capacity of the equipment. 
If butter can be manufactured in pres- 
ent buildings, no building costs can 
be charged against it. If it can be 
done with present help, no labor cost 
should be included. In many cases 
there is a large supply of good used 
butter-making equipment available at 
reasonable costs so depreciation and 
interest on added equipment invest- 
ment might be relatively low. Of 
course the cost of materials and trans- 
portation of butter or cream must be 
included. The cost of packaging for 
the local market also must be taken 
into consideration. If added revenue 











No. 8308-38 Standard Sq. 4-Gal. Case 


ONLY BARKER OFFERS & DI 


FFERENT GALLON JUG CASES 


THEY PAY FOR THEMSELVES IN THE BREAKAGE THEY SAVE 


YEARS AHEAD IN DESIGN AND JUG-SAVING FEATURES 


Eliminate jug-breakage and milk waste by standardizing on Barker “Jug-Savers’”—proved 
best by actual break-down tests in dairy plants. Barker protective “sleeve-type” compart- 
ments plus cushion “flexi-bottoms” protect jugs from lateral and straight-down shocks. 
Make your own “concrete floor drop test’ and discover how and why Barker “Jug-Savers” 
quickly cancel out their cost. Rust-proofed with Barker heavy hot-dip galvanizing which 
completely protects the entire case with an alloy-bonded sheathing of pure zinc. 

No. 8308-35 Standard Square Gallon Case, illustrated 

No. 8308-S Economy Square Gallon Case, bottom stacking 

No. 8308-A Square Gallon Case, top stacking for inverting jugs 


No. 8308 
No. 9308 


Square Gallon Case, top stacking 
Square Gailon Case, top stacking, sleeve type compartments 


All top stacking models have stacking ears guaranteed for the life of the case. 


BARKER EQUIPMENT COMPANY 


357 SEVENTH STREET 


:- KEOSAUQUA, IOWA 
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Sharples has pioneered 
t Ye] development 


a - 


The first separator with 


permanently balanced bowl. 


The first separator with direct, positive speed 
i drive and completely enclosed sanitary motor 


—no troublesome clutches. 


— ™ 


2 


- 


The first separator with solid stainless steel 
construction for every sanitary requirement. 


The first cold milk separator. 





The only truly Universal Separa- 
tor—GUARANTEED skimming 
efficiency and highest capacity 
for hot and cold milk. 


The revolutionary, semi-permanent 10X 
seal that gives you all of the advantages of 
pressure tight design plus phenomenal life. 


ee 
be 






In every respect, the Sharples Universal Separator gives 
you the most real value for your investment. Get the facts 
from your Sharples dealer or write today for Bulletin 1281. 


appearing ph  hecoed aan ; BRS stag = os eh dad 
SEPARATORS CHICAGO « NEW YORK © CLEVELAND e HOUSTON © SAN FRANCISCO e ST. LOUIS 
STANDARDIZERS Sold and serviced by reliable dealers everywhere. 
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The new designs are coming from HEIL... 


aa — 


Greatest advance 














in milk hauling 
in 25 years! 


Frigid-Lite Plastic Tanks || ~ 


by HEIL Pe 


Hundreds of tanks now in service... 3 
and not one structural failure i 

















*Registere d 








More milk goes to market in HEIL tanks than all others combined: 
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Poured like 
 @ Casting 











Frigid-Lite plastic tanks are molded 

in one piece just like a casting. \ 
Plastic, Fiberglas, insulation core 

and stainless steel inner liner be- 

come a single integral unit, a process that has 
been exclusively perfected by Heil and proved 
in millions of miles of over-the-highway serv- 
ice in hundreds of tanks. : 





Frigid-Lite plastic tanks open up new horizons in bulk milk haul- 
ing with such outstanding advantages as lighter weight, greater 


Over Twice as Strong pound for pound, as con- 
ventional tanks because it is an integral 
beam. Experience shows these tanks have 
amazing resistance to damage in accidents 
which would injure conventional tanks be- 
yond repair. 








Much Lighter than even lightweight stainless 
steel, up to 10 percent lighter! This 10 per- 
cent saving in tank weight lets you haul 
hundreds of pounds more payload... ina 
tank that’s stronger than steel! 










x A / Superb Insulation because one-piece molding 

Pate *, seals out all vapor and moisture, eliminates 
\3-2 metal-to-metal contacts. Actual records show 
>. less than one degree temperature change on 
—_°| © cross-country hauls of 20 hours and more. 





Lifetime Color and beauty is impregnated right 
into Frigid-Lite plastic during molding proc- 


WX 2 ess ... can’t rot, rust or corrode. Stays new- 
\ “= looking for life, without expensive painting 
Be # \t = or refinishing. 





Costs Less to Maintain and repair than any 
= t other type of tank. Frigid-Lite is tougher 
‘ te than an elephant’s hide, will never buckle, 
~-}—) and can’t be dented. You save on both 

£0 5 maintenance and operating costs, 


THe HEIL co. 


strength, longer life, and lower operating and maintenance costs. 


Frigid-Lite tanks meet all sanitary standards. Stock units avail- 
able in farm pick-up tanks from 1500 to 2000-gal., transport 
tanks from 4200 to 5500-gal. See your Heil man soon. 


Dept. 353, 3000 West Montana Street 
Milwaukee 1, Wisconsin 


Factories: Milwaukee, Wis., Hillside, N. J., Lancaster, Pa. 
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view 


Other HEIL products 
for the 
Dairy Industry— 


Stainless-steel trailerized 
farm bulk pick-up tanks 
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ter 


Cylindrical and rectangular 
cooling and storage tanks 


Stainless-steel farm 
bulk pick-up tanks 


Stainless-steel 
trailerized transport tanks 
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Combinations of products in the most favorable relationship 
appear to offer small dairy plant operators the best opportun- 
ities. This butter churn in Michigan State University’s sparkling 


new plant is indicative of what can be done. 
finding it profitable to churn as little as 500 pounds of butter 


twice a week. 


is more than added costs, butter man- 
ufacture would be profitable. 


In one area it was found that butter 
manufacturing was the single most 
profitable operation in all plants, even 
in the small ones receiving as_ littl 
as 18,000 pounds per week. Very 
small plants made a profit on as little 
as two 500 pound churnings per week. 

The same procedure is followed for 
every by-product being considered 
for addition to the line. The antici- 
pated increased revenue from the new 
operation must be more than the in- 
creased costs in order to be profitable. 
This may seem like a simple truism, 
but many plant operators, when ques- 
tioned on why they manufacture a 


particular item will answer, “. . . my 
customers want it got to 
because of the competition . . .,” or 


some equally unthinking statement 
that does not take into consideration 
the economics of the move or the 
alternatives. 

An operator already manufacturing 
a full line of products faces a slightly 
different situation than the simple one 
of considering the addition of a new 
product. 

This operator must consider the re- 
duction in revenue against the money 
we could save if he discontinued any 
singel item. If for instance, his sales 
of 32 percent cream were bringing 

$28 per week in revenue, and he 
could save $50 per week in raw prod- 
uct, plant and distribution costs by 
not handling the cream, he would be 
better off not handling 32 percent 
cream. Even if he were forced to 
buy the raw product, which cost him 
$18, he would be saving money by 
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Some plants are 


buying it and throwing it down the 
drain rather than processing it and 
losing more. In most cases, however, 
he would have another market for the 
cream. Also, by cutting this out it 
may give the dairy operator and his 
driver-salesmen more time to promote 
products which sell better. Before a 
dairy operator goes to the extreme of 
cutting an item from his line, he 
should consider the possibilities of 
extra-hard promotion. Furthermore he 
must be sure the item is properly 
priced. 

The dairy operator must study his 
plant closely to determine what costs 
can be saved by not manufacturing 
an item he now manufactures. He 
would not save any building expense; 
he might save some depreciation and 
interest on investment if he could sell 
the specialized equipment; he would 
reduce his inventory costs; he may 
save labor costs if elimination of the 
item and reorganization of the plant 
would allow it; he would save prod- 
uct supply and container costs. 


By carefully considering what could 
be saved by not manufacturing an 
item and comparing this with the total 
revenue from the item, the operator 
can tell if this item is making money 
for him. In all cases he would be 
better off not handling the item if 
it does not pay for specific costs in- 
curred because of it. 

Each item should be considered in 
this same light by the dairy operator 
interested in the most efficient output 
combination in order to make the most 
money. 


In some cases he might find it 
more profitable to job products proc- 


Bulk handling is an area that offers real possibilities to the small 
plant. Pickup tanks such as this one, geared to the size of the 
operation, are available. The authors believe that equipment 
built to meet the problems of the small plant would find a 


ready market. 


Ow qums 
OLSTEIN 


RIESIANS 





essed by another plant rather than to 
make his own products. 
Some dairy operators manufacturing 
a complete line and losing money on 
re items say they must do so” 
. because the customers expect me 
to ‘fone a complete line.” They are 
afraid that not handling one item will 
adversely affect the sales of other 
items. This type of reasoning merely 
increases the economic pressures on 
small plants. There is little justifica- 
tion for it 
There are many areas where cer- 
tain type of by-products, such as sour 
cream, yogurt, coffee cream, are not 
available. One more item. One more 
item or one less item isn’t that im- 
portant to the average consumer, but 
it can mean the difference between 
making and losing money to the 
dairy. If many consumers. strongly 
demand the product, the price can 
be raised to a level where it will be 
profitable to produce. 


How Far Can a Small Plant Go in 
Making Price Adjustments to 
Bring His Product Output 
into Profitable Balance? 

A small plant operator may feel, 
with justification in many cases, that 
he is not able to adjust prices on spe- 
cific products because of a relatively 
large, financially strong, competitor 
who acts as the price leader in his 
market. 

If the small operator needs a higher 
price on a certain product he will 
find, in many instances, the big com- 
petitor willing to raise with him. If 
not, the small plant man may raise 
his prices, in effect, by withdrawing 
non-monetary services for the product 
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Give your containers 


THE 
FINISHING 
ipeltie, 


used by leading dairies 


























tia 


CONOCO DAIRY WAXES 


Conoco Super Cote *oivervenc Conoco Dairy Wax 


Smart, satin finish gives you a smooth, even coating. 


Accent on strength. Exceptionally tough and strong. . 


offers much greater resistance to scuffing and marring 
... keeps cartons straighter by imparting additional 
strength to the paperboard. 

Cuts wax consumption substantially. Coats more 
cartons per pound of wax with increases running as 
high as 21%. 


Rapid saturation. Quickly and thoroughly penetrates 

the carton. 

Toughens up and dresses up your containers. Actually 
enhances their strength. Cartons look good—and stay 
that way. 

Uniformly effective. No letdown in wax strength and 
wax coating. Count on Conoco Dairy Wax for unvarying 
high quality. 


ALSO RECOMMENDED for buttermilk and orange drink cartons MADE SPECIFICALLY FOR PURE-PAK OPERATIONS 


manufactured by 


CONTINENTAL OIL COMPANY 


©1957, Continental Oi Co, 


March, 1957 





aay distributed by 
ICONOCO) 


PURE-PAK DIVISION 
Vv EX-CELL-O CORPORATION 


1300 Oakman Bivd., Detroit 32, Michigan 
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Installed and Serviced by THE D'ORSAY EQUIPMENT CO., MALDEN, MASS 


AT 
HEA 


... for plants that require 
small-capacity heating of 
cooling. 














Wa 
... Saves time, work, money 


...Mo disc disassembly... 
no danger of disc damage. 



































FOAM - MASTER 
CAN - FILLER 
... fills 40-quart can in 20 


seconds ...no foaming, no 
product loss 
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GEORGE F. BRALEY, JR. 
of Braley’s Creamery, Inc., 
New Bedford, Mass. 
writes: 

“THE DE LAVAL ‘VACU-THERM’ 
IS THE ANSWER TO 
SEASONAL FLAVOR 


PROBLEMS 


It is now possible to have year-round 
control of flavor. Most important, we have 
improved our keeping qualities with this 
new all-stainless steel equipment. 


OUR NEW DE LAVAL HTST 

UNIT IS A WELL-ENGINEERED 
INSTALLATION THAT HAS 
REDUCED MAN AND EQUIPMENT 
HOURS CONSIDERABLY 


Vacuum steam gives us rapid processing 

of raw products to uniform, pasteurized 
finished product. The sensitive controls need 
very little personal attention to maintain 
even temperatures and flow. 





Circulation cleaning of this installation has 
proven satisfactory. All surfaces are readily 
cleaned due to well-engineered parts free 

from dead ends, knobs and sharp grooves.”’ 


Get peak efficiency, performance and profits 
in your plant. Write today for the facts. 





ALL- STAINLESS 
392-A “AIR-TIGHT 


Separator... smart in ap- 
pearance, rugged in con- 
Struction, unmatched in 
operation. 


THE DE LAVAL SEPARATOR COMPANY Poughkeepsie, New York + 427 Randolph St., Chicago 6 + DE LAVAL PACIFIC CO. 201 E. Millbrae Ave., Millbrae, Calif 
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or adjusting his raw material or pack- 
aging costs in line with his own sit- 
uation. 


If the small operator wishes to 
lower prices, which can only be ac- 
complished if his present, or antici- 
pated cost structure justifies it, he 
can either announce a reduction in 
price or add services and packaging 
convenience to the product, which, in 
effect, is a price reduction. 

In all cases he must be sure that 
his total additional costs for each prod- 
uct is less than additional revenue 
from sale of the product. 

What About Containers? 

Is glass more economical than 
single-service containers for the small 
plant? 

Yes, glass is more economical in 
dollars and cents for all operations 
in the range considered here. Com- 
petition, however, in practically every 
case forces the small operator into 
adding paper to his glass operation 
in order to maintain his volume and 
thus increasing costs for both glass 
and paper. In some cases because of 
competition and consumer preference 
the volume of glass becomes so low 
and per-unit costs so high that it is 
more profitable to switch to 100 per- 
cent paper even though 100 percent 
paper is more expensive than 100 
percent glass. In other words, in a 
mixed glass-paper output when glass 


output falls below 600-800 quarts per 
day, per unit processing-container 
costs are higher in glass than in paper 
even though an all-glass operation is 
less expensive than an all-paper one. 


Obviously, the small dairy plant 
that can operate only with glass is in 
a more favorable situation than one 
with mixed glass-paper or all-paper 
operation. 

It was found that the plant forced 
into paper has the most economical 
operation with the pre-formed carton 
up to 36,000 pounds of milk received 
per week. Plants that received from 
36,000 to 72,000 pounds per week 
had Jower costs with the smallest 
paper machine which forms the car- 
tons itself. The largest plant (process- 
ing 130,000 pounds per week) was 
found to have lowest total costs with 
the next-to-the-smallest paper ma- 
chine which formed cartons. 


The small plant operator faced with 
either going into paper or losing his 
wholesale and part of his retail busi- 
ness must figure his alternatives. It 
may be that he would find it more 
profitable to stick to an all-glass oper- 
ation at a lower cost even though it 
may mean an immediate loss of vol- 
ume. On the other hand he may 
find that if he has to go into paper 
at all he should go into a 100 percent 
paper operation even though costs are 
higher than 100 percent glass. 








“Like sucking 
milk through 
a straw..!’ 


That’s what you'll say, too, when 
you use ZERO’s Super Strainer and 
T-20 Vacuum Refrigerated Milk Tank. 
Successful dairy farmers everywhere 
are buying Zero’s T-20 Milk Tank 
and Super Strainer, because with it 
milk handling is a snap. No more 
lifting and pouring milk pails. The 
Super Strainer empties a full pail in 
approximately 30 seconds —‘‘just like 
sucking milk through a straw.”” The 
round design gives greater strength, 
makes cleaning much easier. The 
rapid cooling under refrigerated vac- 
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uum causes milk to give off animal 
heat and odors through agitation 
while being cooled. 


Smart dairymen choose Zero because 
‘it's easy to clean and the milk tastes 
better with rapid cooling’’...‘‘better, 
stronger construction”’...‘‘it’s the be- 
ginning of my fully automatic milk 
system."’ Write today for the name 
of your nearest Zero dealer. 


ZERO Sales Corporation 


684-C Duncan Ave. - Washington, Missouri 





Glass gallon jugs and_half-gallon 
paper operations must be evaluated 
in this same light. With the proper 
bottling equipment gallon glass jugs 
have the lowest processing container 
costs, but in most markets they are 
sold at a discount which cuts revenue. 


What Is the Future of the 
Small Dairy Plant? 

Our concept of the “small milk 
plant” must change. The “small” 
milk plant is getting larger and larger, 
and it appears that it will continue 
to grow. Competition forces growth 
or death. At the present, plants that 
hire between three and 12 employees 
are having the most difficulty in sur- 
viving. The rate of volume-growth 
necessary in order to survive rests en- 
tirely with the industry, including the 
dairy equipment industry. Consumers 
have shown preference for packaging 
and products produced by newer type 
of machinery. Most new types of ma- 
chinery are expensive. Hence, with 
each advance in technology the small- 
est plants are placed in a more dis- 
advantageous position. 


With each major innovation in the 
dairy industry, the industry has had 
to adjust its concept of economically 
feasible “small” dairy plant. The in- 
troduction and acceptance of pasteur- 
ization tended to eliminate small pro- 
ducer - distributors. Homogenization, 
with the added investment it requires, 
and the added volume necessary to 
offset this cost, eliminated larger pro- 
ducer-distributors and some small 
plants. The introduction of the paper 
carton is in the process of eliminating 
plants that bottle less than 2,500 
quarts per day. With each of these 
advancements in the dairy industry 
the “small” plant has had to grow 
bigger. In a dynamic industry this 
is essential for growth. We must con- 
stantly adjust our thinking to the 
changing times. The present economic 
squeeze on “small” plants in the 
dairy industry seems to indicate that 
it is necessary to adjust our thinking 
again in terms of what an economi- 
cally feasible “small” milk plant is. 
Organized labor and producer groups 
have tended to increase the pressure 
and eliminate some of the flexibility 
necessary for the plant of yesterday 
to survive. 

This rather dire prediction does not 
mean there is no more opportunity 
in the dairy industry for the ambitious 
man to own his own plant. In any 
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stubborn soils and bacteria 
flush down the drain... 


























| HTST cleaning 


gives no pain... 
































thanks to 
Pennclean and B-Kleer's 


TEAMWORK ACTION— 








in PENNSALT'S 
WEW 


APL 


SUPER-CYGLE! 




















WHAT'S THE SUPER-CYCLE? 

A balanced combination of acid 
and alkali cleaning stages that 
removes milk deposits and burn- 
on. Pennsalt’s Super-Cycle uses 
teamwork acltion—two super clean- 
ers. Here’s how: 


PENNCLEAN® liquid acid cleaner 


and B-KLEER® dustless alkali flake, 
in recommended Super-Cycle ap- 
plication, penetrate into HTST 
plate ridges, pipe fittings, and 
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other hard-to-clean surfaces. 
Teamwork action in the Super- 
Cycle loosens, surrounds, and car- 
ries away burn-on and other stub- 
born soils, leaves HTST systems 
sparkling-clean and free from 
deposits. 

FOR COMPLETE CONFIDENCE in 
HTST cleaning, use the Pennsalt 
Super-Cycle after each day’s run. 
Get the amazingly effective 


Super-Cycle chemicals, Penn- 


clean and B-Kleer, from your 
supplier of famous B-K dairy 
sanitizers and cleaners. Or write 
to B-K Dept. 104, Pennsylvania 
Salt Manufacturing 
Three Penn Center Plaza, Phil- 


Company, 


adelphia 2, Pa. 


Pennsalt 


Chemicals 
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area where margins on milk are rela- 
tively high, there is ample oppor- 
tunity for one-man or one-family op- 
erations from which an aggressive 
individual can make _ better - than - 
average wages and returns on a small 
investment. 


The greatest number of new milk 
plants going into business are these 
one-man operations. They usually 
are either producers who go into proc- 
essing their own milk, or route- 
salesmen who open a small operation 
to supply themselves. In most cases 
they job rather than manufacture by- 
products. With the aid of part-time 
hired help and fairly good, economi- 
cal, used equipment they can keep 
labor and investment costs at a com- 
petitive level with larger firms. Their 
success depends to a great extent on 
the managerial ability and willingness 
of the operator to work. However, 
there is a limit to which the one-man 
operation can expand. This limit is 
the point where it must hire addi- 
tional help. Possibly one or two em- 
ployees can be hired and unit costs 
kept in line but expansion beyond 
this point will probably mean that 
costs will increase at a far greater 
rate than revenue. For example, the 
very small operator needs only simple 
bookkeeping; he cannot benefit from 
cheating himself. But, with additional 
employees, a system of management 
checks is needed in order to keep 
track of the business. This costs 
money. 


The future of the small dairy op- 
erator could be greatly helped by the 
equipment manufacturers. Most  in- 
novations in the dairy industry have 
resulted in equipment that makes it 
hard for the small operator to com- 
pete with the large firm. Single serv- 
ice bottling equipment is a good ex- 
ample. Perhaps this is inevitable 
our American industrial system of to- 
day. But, if effective low-cost equip- 
ment for the small milk plant could 
be provided at a price he could afford 
it would open up tremendous market 
for the manufacturer. 


Possible Innovations that May Help 
Small Plant Operations 

What can be done to help the small 
plant cut costs, particularly labor 
costs? 

A small plant may advantageously 
use bulk tank pickup which has been 
assumed to be successful only in large 
operations. 
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The small plant would use a pickup 
tank (250 to 1,000 gallons) mounted 
on any truck. Investment could be at 
a minimum, particularly with a used 
truck. Received milk could be piped 
direct into the pasteurizer. The bulk 
tank would give the plant additional 
bulk storage facilities, which most now 
lack. Some remodeling of the plant 
would probably be necessary in order 
to store milk on the truck away from 
direct sunlight and excessive heat 
while waiting for each batch to be 
bottled. Cold milk can be stored this 
way in bulk tanks for several hours 
without deterioration. 


With a bulk tank operation the 
small plant could conceivably go to 
every-other-day processing. Process- 
ing every second day would save on 
labor to the point where part-time 
help could replace a full-time plant 
man. 


There would be fewer hours spent 
on clean up. There would be savings 
in supplies and fuel. If the operator 
works in the plant, he would have 
more time for other things, such as 
soliciting business, keeping better of- 
fice records, or taking on an out-of- 
town wholesale route. 


An in-plant innovation that could 
save labor in small plants is a bulk 
tank of 100 to 150 gallons capacity 
on wheels. It could be used for stor- 
age and in-plant movement of milk. 
The portable tank would hold as much 
as 10 to 15 cans. It would be maneu- 
verable and easily moved from _posi- 
tion to position. Many operations and 
much cleaning could be eliminated. 
The tank on wheels would be particu- 
larly helpful, and would save space 
in cooler storage of milk. For in- 
stance, skim could be run into the 
portable tank. A pump could be used, 
rather than hand labor in in-plant 
transfer operations. The portable tank 
could be rolled into the cooler for 
storage. Whole milk, cream or skim 
could be handled in the same way. 


Many small plants can_ profitably 
modernize their office systems. The 
use of up-to-date business forms and 
inexpensive bookkeeping and_ retail 
route systems will save labor costs if 
labor is hired, or will save hours of 
labor for the plant operator to do 
other things if he does the book work 
himself. In many cases small plants 
continue with archaic bookkeeping 
systems that not only cost more than 


they should, but they do not give the 
operator the records he needs for to- 
day’s business and tax requirements, 
For example, a promising new type 
of retail route record system that is 
being tested may cut bookkeeping 
labor for the retail route by about 
half. In general, the accounting 
systems now in use in small plants 
require one person in the office for 
every three other employees. This 
ratio could be reduced with more 
efficient systems. 


Some small plants have effectively 
increased their business and freed 
themselves from price domination of 
a large competitor by adapting a 
strong quantity discount pricing plan. 
A strong quantity discount pricing 
plan that gives the volume milk con- 
sumer a definite advantage with home 
delivery will (1) increase the number 
of units left per stop, (2) decrease 
delivery expense (3) eliminate very 
small customers that cost the dairy 
money and (4) will attract more large 
consumers. A small plant should care- 
fully analyze the advantages in his 
market for quantity discount pricing. 


To sum up we must revise our 
ideas of what a small dairy plant is. 
The economically feasible “small” 
plant is growing larger. However, 
there is some opportunity in the dairy 
business for the aggressive man who 
is willing to go into a one-man opera- 
tion on limited capital and_ receive 
higher-than-average 
work. 


earnings for his 


Small plants must evaluate their 
production and analyze each product 
in terms of what it costs and what it 
returns. 


Small plants have to keep alert for 
labor-saving devices and adaptations 
suitable to their specific operation. 
The operator of the small plant is the 
key to its success. He must be flexible. 
He must constantly look ahead, search- 
ing for savings and profits. He must 
be able to analyze his business in 
terms of alternatives and use sound 
judgement in determining possible 
changes. In short, he must manage 
effectively and wisely, which after all 
is the main reason he is there in the 
first place. 


(Single copies of the bulletin, An Economic 
Study of Small Fluid Milk Plant Problems in 
Northern Idaho, are available free of charge 
by writing to the author at the University 
of Idaho, Moscow, Idaho.) 
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| Your First Cost is Your Last Cost 


| ry i= 4 

—Firestone 
| STAINLESS STEEL G\A— © - 
MILK CONTAINERS (| 


—_— 
Ny 
NY 
y 
’ 
| 
~ 


yy 





@ No Tinning Expense — Doesn’t scratch — 
resists acids and strong washing solutions. 
@ Lower Cleaning Costs — Smoother, easier 
to clean. Modern design permits 
faster washing, quicker inspection. 
@ Never Rusts — Always retains its 
sanitary protection. 


@ Long Life — Stainless steel outlasts, outwears 
all others ... you save on replacement costs. 





| fa rutner | .. Firestone Steel Products Co., Akron, Ohio 
WORLD'S LARGEST MANUFACTURER OF STAINLESS STEEL CONTAINERS 
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An Old-Country Product Offers 
A Promising Market Opportunity 


How to Make Ricotta 


Ricotta cheese, a 
pleasing, sweet, soft- 
made 
from whole milk, is 
being manufactured 

e by a number of New 

York State plants. 

The product is sold 

almost exclusively to the Italian popu- 
lation in New York City and to a 
lesser extent in up-state regions. It is 
commonly used with various Italian 
food dishes and is eaten with great 
relish by those who have come to 
regard this cheese as a choice food. 

The cheese itself is basically a 
whole-milk product, but the fat per- 
centages may be varied within set 
limits. With the turn of this century, 
the know-how of manufacturing this 
cheese was brought to the State with 
the influx of immigrants to lower New 
York. It was made in back rooms or 
wherever space was available. Some 


curd cheese 


immigrants became business conscious 
and started their own cheese-making 
enterprises. The old product, known 
as Lati-Lati in Italy, was somewhat 
changed in appearance as it was soon 
found that in this country milk was 
plentiful, was fresh, and could be 
used for cheese. It was the rule in 
Europe to use only the milk which 
was not fit for drinking or that was 
sour. A change in the technique of 
manufacture took place. Starter, acids, 
etc., had to be used when the cheese 
was made. Of course the milk could 
be permitted to sour before use, but 
this ran into the time element with 
the usual problems of economics. 
With the present surplus of whole 
milk in the market and the need for 
new outlets, the time has come to take 
the hocus-pocus away from the Italian 
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By ROBERT R. ZALL 


The 
that this type of cheese-making is an 


cheese industry. Italians claim 


art that can only be passed down 
from father to son and with the old 
apprenticeship theory that was prev- 
alent before the industrial revolution. 
I cannot agree. I feel that this prod- 
uct can be produced in the small 
dairy plant with a minimum of equip- 
ment and expense. Furthermore, the 
product can be made as popular with 
the housewife cheese or 
The product can be 
made attractive enough and economi- 
cally enough so that it can be served 
to all families whether of §Ital- 
ian extraction or not. The product 
should go well with salads, side dishes, 
meat, and could be employed in most 
every 


as cottage 
cream cheese. 


where soft cheese is 
New recipes for its use 
The product 
would have great retail sales appeal 
and would provide a substantial new 
outlet for whole milk. 


instance 
now used. 


could be developed. 





Robert Zall, a native of Mas- 
sachusetts, is Superintendent of 
Arkport Dairies in Arkport, New 
York. He attended the Univer- 
sity of Massachusetts and grad- 
uated with a B.S. and MS. 
degree in 1949. He began his 
work with Arkport in 1950 as 
Laboratory Director. He _ be- 
came Plant Foreman. From that 
position he was transferred to 
Grandview Dairies at Cohoc- 
ton, New York, as manager of 
the butter and cheese divi- 
sion. Eighteen months later he 
returned to Arkport as Plant 
Superintendent. 











Cheese 


In the early part of 1952 I became 
interested in ricotta as a possible new 
unit for cheese plants. I soon, how- 
ever, found that there was no informa- 
tion available on the methods of its 
manufacture. Visits to universities 

that, although they 
knew of the cheese, they had no data 


soon revealed 
as to the tricks, let us say, of its man- 
ufacture. It was evident that this was 
a secret product jealously guarded by 
those members of the industry who 
sold the product on the market. The 
people who made ricotta would not 
tech- 
niques of production. This, they as- 
sumed, would 
competing in their market. 


tell possible competitors the 


stop outsiders from 


Fortunately the necessary labora- 
tory facilities available and 
patience plentiful so that within a 
few weeks we came up with a suc- 
cessful method of manufacture. We 
learned very quickly that ricotta is a 


were 


product that can be made by men of 
limited experience and with few oper- 
ational difficulties. With proper sales 
and improved packaging it could eas- 
ily be sold by plants not now making 
the product. The new product can be 
fitted in simply with other operations. 
An investment of only a few hundred 
dollars for kettles commonly used in 
food plants, and a direct steam inlet 
supply is about all that is required. 


Ricotta provides an outlet for older 
milk than that used in other forms of 
cheese. It provides a use for old 
starter, a problem that constantly 
plagues the cheese maker. He can 
always have fresh starter for his cheese 
and enough in reserve so it can be 
used in ricotta. It is a product that 
is handled once when made and does 
not have numerous operations till a 
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Steam line $5 _ 


Recording thermometer bracket 


Polished 
stainless steel 




















line 
















Clockwise | 4 500-gallon 
rotation level 





TT 
f ‘ 
it 1 


/ 
i \ 
tT 1 
it | \ 
| ' 
! 
| 
| 
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motor with 2-speed controller... 
Permits processing partial batches 
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Jacket inlet incorporates 


efficient distribution of 


flooded with cold water 
when cooling. 


GIVE YOU 
MIXING 


EFFICIENCY 


To make a quality product at low cost 
you need rapid, uniform blending in 
batches of any size. You can get it 
with the Pfaudler Supermixer. 

This mixer pasteurizer handles 
batches in any size up to 500 gallons. 
It handles powdered or frozen prod- 
ucts, gives you quick heat transfer, 
and turns out a mix of uniform con- 
sistency until the vat is empty. 

One reason for its effectiveness is 


THE PFAUDLER Co. 
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unique agitating nozzle for 


vapor steam. Jacket protected 
against overpressure. May be 


THESE 
DESIGN FEATURES 


Welded stainless steel 
thermometer wells... 


Protect instruments 
during cleaning 


Hinged cover 








heat loss 

3-blade polished 

stainless steel 
agitator...Removable... 
Mixes frozen or powdered 
products...Also placed low 
in vats to prevent oiling off 


Boiler plate steel used for 
bottom head with 

mastic waterproofing... 
Stainless steel 

adjustable legs 


The sanitary stainless stee 


is easy to 


the special 2-speed, 3-blade agitator 
mounted at a tested mixing angle. 
High speed (72 RPM) gives you fast 
mixing for full batches, with rapid 
heat transfer from the vapor steam 
jacket. 

At slow speed (36 RPM) there’s 
a minimum of surface disturbance. 
You can mix partial batches, mix 
until the vat is empty to maintain 
consistent quality. 





clear 


Cleaning the sanitary stainless steel 
Supermixer is easy. From the con- 
venient two-piece hinged covers right 
down to the adjustable ball feet, the 
engineers have paid meticulous atten- 
tion to details. The Supermixer not 
only resists corrosion; it’s fast and 
efficient, too. And it’s attractive and 
easy to operate. 

See your Pfaudler Dairy Distributor 
for details—or write us direct. 


ROCHESTER 3, N. Y. 
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The cheese scoop is made in the shape of a teaspoon of light- 
weight metal, approximately five inches by 10 inches. Thin 
gauge metal should be used for smooth cutting motions. Han- 
dles, about ten inches long, should be comfortable. The metal 


finished product is turned out. No 
bacterial action is required. It con- 
sists of an acidity produced mechani- 
cally and a temperature range at 
which cleavage of the solids occurs 
from whey. The cheese rising to the 
top of a kettle is scooped off and 
placed into tins with holes for drain- 
age. Acidity is not carried over to 
any noticeable extent into the cheese 
but remains in the whey which is dis- 
carded. However, there are many 
plants that have found uses for this 
whey. 

The following outline shows the 
sequence of manufacture and equip- 
ment needed. 


Procedure for the manufacture of 
ricotta cheese using whole milk 
in a 25-can kettle 
1. Dump or pump 18-19 cans of 

milk into the kettle. 


2. Add three cans of a good lactic- 
acid starter. Titrate acidity. The 
desired acidity is 19-20; if not 
enough add more culture. 

3. A flame test can be used in place 


of the acidity test and is used by 
many of the cheese makers. This 
consists of using a ladle filled 
with the milk and starter and 
brought to a boil over an open 
flame. The cheese will separate 
from the whey. The clearer the 
whey the more yield can be ex- 
pected. Culture is varied accord- 
ing to the flame test. 


4. Add three pounds of salt to in- 
tensify the flavor. 
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5. 


6. 


Apply the direct steam and heat. 
Foam will occur which is scooped 
off and saved to be incorporated 
in the batches that follow. This 
is desirable and necessary to ob- 
tain a smooth and fluffy product. 


At approximately 165 degrees 
small star-shaped granules will 
appear in the milk. This can be 
seen by using a flat metal spatula 
and allowing small drops of the 
mixture to run over it. At this 
point, close watching is vital. Al- 
low the granules to grow to about 
four times the original size. At 
the same time turn off direct 
steam and turn on the kettle 
jacket steam. 

A rolling, gentle action will oc- 
cur, bringing the light cheese to 
the top of the kettle; violent ac- 
tion at this point will cause the 
cheese to fall to the bottom of 
the kettle and be lost. Keep 
gentle-rolling action till curd 
looks like thick, matted custard. 
When the whey becomes clear it 
indicates that almost all the 
cheese has been separated. The 
texture must be soft or else a 
rubbery condition will occur. 
When the desired texture has 
appeared turn off all steam at 
once. 

Using the special flat oval scoops, 
start scooping the cheese into the 
tins with a smooth cutting action 
as rapidly as possible; no rough- 
ness can be tolerated as the bal- 
ance will be destroyed and a 
large part of the yield will sink 


should be perforated with 's-inch holes for whey draining as 

cheese is being scooped. The ricotta tins in picture at right show 

one empty and one full, topped like an ice cream cone using 
paper and a rubber band. 


to the hot whey and be spoiled. 
The object is to remove the 
cheese from heat as soon as pos- 
sible because toughness occurs 
with prolonged heat. 

10. Collars can be used on the tins, 
allowing higher volume of moist 
cheese that can be filled which, 
when drained, will give a full 
container. These should drain in 
approximately two hours. They 
can be topped like an ice cream 
cone using paper and a rubber 
band. 

11. Pack into boxes, ice heavily, and 
hold in cooler until delivery. 


12. A 22%- to 23-pound yield will oc- 
cur if cheese is of desired con- 
sistency and texture. 


Equipment Necessary 

Pressurized kettle—Sizes will vary from 
15-can capacity to 25-can capacity, 
the latter costing approximately 
$1200. This will be completely 
stainless steel. 

Draining table—This is generally made 
by a mechanically-minded employee 
in your plant. 

Cheese scoops—Made by the plant 
from metals such as copper or stain- 
less steel. 

Ricotta tins—These are commercially 
purchased. 

Steam supply—A good supply of clean 
steam as direct steam is used to 
heat the milk in the kettle while 
the steam pressure on the outside of 
the kettle will give a rolling action 
and maintain the cheese-whey 

equilibrium. 
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When you can make that statement you have 


really won consumer acceptance and you can do 
this by merely wrapping your butter in West , 
Carrollton Genuine Vegetable Parchment. , J 
Why take a chance with the FRESHNESS of a , / \ 
your product by using an inferior wrapper. \ \ 
West Carrollton Genuine Vegetable Parch- : 
ment has GREAT WET STRENGTH, GREASE 
RESISTANCE—it’s TASTELESS and ODORLESS. 
There are no resins in Vegetable Parchment— 










nothing to impart an off-flavor. 


Why not send for samples and full details. 


BUTTER 





BUTTER WRAPPERS LINERS FOR MEAT TINS FISH FILLET WRAPPERS BAKERY PAN LINERS 









& INSERTS 
we ae LINERS VEGETABLE SHORTENING CELERY WRAPPERS BUTTER BOX LINERS 
CARTON LINERS 
CHEESE WRAPPERS PARCHMENTIZED KRAFT 
one o om qnnase TRI-WRAP FOR same weaseens PLAIN OR PEBBLED 
SMOKED MEATS OLEOMARGARINE RELEASE PARCHMENT 
MEAT WRAPPERS SLICED BACON WRAPPERS GREETING CARD 








LARD CARTON LINERS TAMALE WRAPPERS PARCHMENT 


GLOSS-WRAP for smoked meats (single, double or tri-wrap) © QUILON & DRY WAXED PARCHMENT e AVENIZED 
® MYCOBAN e CLEAN FOOD PAPER—For Delicatessen and Grocery Stores, also Fish and Meat Markets 


WEST CARROLLTON PARCHMENT COMPANY, WEST CARROLLTON, OHIO 
SALES OFFICES: New York, 99 Hudson St. © Chicago, 400 W. Madison St. 


WRAPPERS 









Parchment 







March, 1957 55 





CLEVELAND OPENS FIRE ON 


“FILLED MILK" 


HE Food and Drug Commissioner 
of Cleveland, Ohio, has drawn up 
an ordinance directed 


“filled milk” 


against 


purveyors of who have 


MIXTURES 


A city inspector who sampled the 
compound reported, “It leaves a sort 


of greasy taste in your mouth.” 


mace a’ The Commissioner said that the 
been palming it off as cream. prohibition of the use of “filled milk” 
The ordinance would forbid any in restaurants is necessitated by the 


food seller to sell, give or deliver the 


stuff “as a substitute or in place of 


milk, cream or other dairy products.” 


the 
pound to the ultimate user for home 


It would allow sale of com- 


use, under certain rules. 


The Commissioner, E. B. Buchanan, 


said that coffee cart vendors in fac- 
tories have been caught using “filled 
milk” “filled 


milk” is prohibited from interstate or 
foreign commerce by federal law. 


instead of cream. He said 


“It has hydrogenated vegetable oil 


in it, mixed with milk powder and 
other stuff,” he explained. “That 
means there’s a lot of money in it. 


You know the difference 
tween these oils and butterfats.” 


in price be- 


unenforceability of ordinances requir- 
ing the posting of signs in restaurants 
stating that “filled milk” 
instead of regular dairy products. 


is being used 


© 
ATLANTA DEALERS HELP 
HUNGARIANS 
The following letter appeared in 
newspapers in Atlanta and_ other 


self- 


awareness 


Georgia communities. It is 


explanatory. It shows an 
by the Atlanta dairy industry of what 
is going on in the world 


to do something 


and, more 


important, a desire 
about it. 
Dear Sir: 

Shortly before Christmas, 
1 Atlanta started 
tion among their patrons for the bene- 


the dairy 


industry a solicita- 


fit of the Hungarian Freedom Fighters, | 


The theme of the solicitation 
“Pennies in the Milk Bottle.” 


was 


This letter is especially written to 
thank the Atlanta free. 
dom believers, who by putting “Pen- 
nies in the Milk Bottle” 
very active way their sympathy and 
support for the 
Fighters. 

On October 31, 1956, the people 
of Hungary reached a climax in their 


thousands of 
expressed in a 


Hungarian Freedom 


fight for the freedom of speech and 
the 
appropriate 
three 


is most 
date—just 
the people of 


freedom of religion. It 
that on this 
months later—we, 


Atlanta and its dairy industry have 
delivered to the International Rescue 
Committee a check to aid the Hun- 
garian Fighters and Refugees. This 


check, when converted into European 


food, will feed more than 7,200 men, 
women and children for more than a 
month. 

Again, our thanks to Atlanta for 


contributing so this 


worthy cause. 


generously to 


Sincerely, 


Phillip L. 


Irvindale 


McGinty 


Farms Dairy 





Ow cohen 
STITCHING WIRE 
Male 


TAILOR MADE 









Buy the best.. 
Stitching Wire. Manufactured to exact 


..from the specialist in 


specifications for your Excello machine. 








YOUR PERSONAL MILK CONTAINER 


Also distributed by THE EX-CELL-O CORP., Detroit, Mich. 
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10257 TORRENCE AVENUE - 


CHICAGO 


BRANCH OFFICES: NEW YORK, N. Y. 


ST. LOUIS, MO. SAN 


BOSTON, MASS. 
FRANCISCO, 


CALIF. 


17 


COLUMBUS, OHIO 


ATLANTA, 


GA. 


See for yourself. 


WRITE TODAY FOR FREE SAMPLE 
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ABOVE. The stimulating ‘Refresh with Milk’”’ campaign 
continues with this two-page spread in Life on April 15— 
backed up by a one-page ad in April Reader’s Digest. 
These two ads carry the milk refreshment story to over 
60 million people. 


RIGHT. This four-color advertisement featuring the “‘fla- 
' vor of real butter’ on baked potatoes will appear in April 
Ladies’ Home Journal—read by over 5 million women. 
It’s the second ad in a big new butter campaign for 1957. 





The flavor of real butter 
is still nature’s secret! 


THE APRIL LINE-UP FOR DISNEYLAND oo eemrmenrergtreoenm Neneene 





Three commercials on Buttered Baked Potato, two fea- oe 
turing milk and cereal, and one on cottage cheese will be va 














selling your customers for dairy foods. — 
| You never outgrow 
Selling more dairy foods to more Americans xe your need for foods 
| AMERICAN DAIRY ASSOCIATION ~ Chicago Oh EE 
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A check at Christmas is not enough to make the plan work. 
Regular monthly meetings are held in order to keep employees 
informed. The climax comes with the annual banquet when the 


TD 


¥ . 
eed 
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checks are distributed. 


The Creighton brothers, Lawrence (right) and Stanley (left), put 
a profit-sharing plan into operation four years ago. 
port highly gratifying results in plant efficiency. 


They re- 


Small Plant Develops Successful 
Profit Sharing Plan 


By NORMAN MYRICK 


Many is the plant 


manager who has 
Cuchwive dreamed of that 
fete happy land where 
the men in the plant 

e give to their jobs a 


full measure of their 

talents and their in- 
telligence, not because they have to 
but because they want to. Motivation, 
incentive, morale; it has been known 
by many names but the idea is always 
the same, a method or a program that 
will inspire men to perform their tasks 
in a manner that is above and beyond 
the call of duty. 


Some managers use a system of 
recognizing achievement. 
Others employ a bonus. Still others 
attempt to utilize fundamental human 
emotions such as pride or fear or self- 
satisfaction. Of all of the techniques 
devised to accomplish the purpose 


awards 
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Some Results: 


@ Marked Reduction in Breakage 


@ Shrinkage Drastically Reduced 


@ Labor Turnover Practically Eliminated 


none have been more successful than 
the profit-sharing plan when applied 
with intelligence and skill. 


Profit-sharing is not limited by size. 
Twin Pine Farms in Detroit, owned 
by the employees, is the end expres- 
sion of profit sharing. Better than 
500 routes bear the Twin Pine 
escutcheon. On the other hand up in 
Elmira, New York, Creighton’s Cream- 
ery with nine full-time employees has 
an effective profit-sharing plan. 

Results of profit sharing at Creigh- 
ton’s Labor 
turn-over, a very expensive futility, 


have been impressive. 
has been reduced almost to zero. In 
the four years since the profit-sharing 
program has been in effect the firm 


has lost one man. 


The plant has been much neater 
since profit-sharing was introduced. 
There has been markedly less break- 


age and pipeline leaks have been 
Shrinkage is 
Dozens of 


practically eliminated. 
well under one per cent. 
little savings that previously appeared 
to be impossible of achievement have 
been realized of the employee's own 
Behind all of these achieve- 
ments has been a sense of individual 


volition. 


satisfaction, of pride in participation 
that is the goal of any motivation 
program. 
Profit-Sharing vs. Bonus 

Lawrence Creighton who, with his 
brother Stanley, created and put the 
profit-sharing plan into operation 
points out the difference between a 
bonus and a profit-sharing program. 
The bonus, while often effective and, 
indeed, not far removed from profit- 
sharing, is defective in two respects. 
It does not relate cause and effect as 
well as profit-sharing does. Further- 
more, a bonus is often regarded either 
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Low Cost Jug Handles 


for store and retail bottles 











PATENT 
PENDING 


With Stainless 
Steel Clips 
EASILY AND QUICKLY ATTACHED. 
TAKES ONLY A FEW SECONDS. 

\ NO TOOLS NEEDED. 
)FOR ALL HALF-GALLON AND GALLON SIZE JUGS ( 
. ATTRACTIVE » STURDY » CONVENIENT 

Many Outstanding 
Featwres 


9 CUP HALVES MADE OF Stataless Steat. 
eee 








LONG LIFE. NO RUSTING 
HANDLE IN BRIGHT ZINC FINISH 

onaiei iui cendiliaian 9 HOLDS SECURELY - CANNOT BE PULLED OFF 
i CONTAINING 1000 HANDLES. # JUGS WITH ” Thnifty Wandles” CAN BE 


WHEN ORDERING SPECIFY MACHINE WASHED, FILLED & CAPPED 
MODEL, SIZE & FINISH OF JUG 





Wf AVAILABLE FOR EVERY STYLE & FINISH 
OF GALLON & HALF-GALLON BOTTLES 


*LOW COST! 
Haynes 


THE HAYNES MANUFACTURING CO 
709 Woodland Ave.- Cleveland 15, Ohio 
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| HAYNES BOTTLE LUG 


THE MAYNES BOTTLE LUG 
POSITIONS HANDLE PREVENTS 
TURNING O8 SWIVELING 
WRITE FOR INTERESTING Of 
Tans. 



































HAYNES Cony - Baskets 


with the NEW 
*CUSHION GRIP HANDLES 


promote 
Dairy Product Sales 





Bottled milk becomes “so easy 
and safe to carry” 


















































Model Sue No. Packed | Shipping Wt 
to Carton | Per Carton 
45 4 Sq. Quart Bottles 10 7 Ibs 
65s 6 Sq. Quort Bottles 6 6 Ibs 
LIGHT WEIGHT 8s 8 Sq. Quort Bottles 6 7%, Ibs 
STURDY 
ALL WELDED 4R 4 Rd. Quort Bottles 10 8 Ibs 
CONVENIENT 
HANDY 2-Y_ SR|2 Sq. or Rd. Y, Gol. Bottles 10 7 Ibs 
EASY TO CARRY 
4.' R 
RUST PROOF ¥, SR|4 Sq. or Rd. Y Gal. Bottles 6 7% \bs 
(SPECIAL BIGHT ALUMINUM 
COATED FINISH 2-%.O}| 2 Oblong ¥, Gal. Bottles 10 7 Ibs 
ATTRACTIVE 
4-%,0O]| 4 Oblong , Gal. Bottles é 7% ‘tbs. 
i \ i : | 
0 OOD D D, Oo O 










MOLDED TO 
PRECISION STANDARDS 


QR 


“FORM-FIT” WIDE FLANGE 
HUGS STANDARD BEVEL 
SEAT FITTINGS 


a 






DURABLE 
GLOSSY SURFACE 


) LOW COST...RE-USABLE 


> LEAK-PREVENTING 
NEOPRENE GASKET for Sanitary Fittings 


Check these SNAPTITE Aduantages 


, Tight joints, no leaks, no shrinkage 


Q 


\ DESIGNED TO 
SNAP INTO 
FITTINGS 


Time-saving, easy to assemble 
Self-centering 

No sticking to fittings 
Eliminate line blocks 

Help overcome line vibrations 


Sanitary, unaffected by heat or fats 
Non-porous, no seams or crevices 

Odorless, polished surfaces, easily cleaned 
Withstand sterilization Long life, use over and over 


Available for 1”, 1%", 2”, 2%” and 3” fittings. 
Packed 100 to the box. Order through your dairy supply house. 


THE HAYNES MANUFACTURING CO. 
709 Woodland Avenue °- Cleveland 15, Ohio 
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LIQUID PETROLATUM SPRAY 


USP. UNITED STATES PHARMACEUTICAL STANDARDS 


SANITARY — PURE 
ODORLESS —TASTELESS 
NON-TOXIC 


CONTAINS NO ANIMAL OR VEGETABLE 
FATS. ABSOLUTELY NEUTRAL. WILL 
NOT TURN RANCID — CONTAMINATE 
OR TAINT WHEN IN CONTACT WITH 
FOOD PRODUCTS. 





U.S.P 


v.t 








This Fine Mist-like AAYNES-SPRAY 
should be used to lubricate: 


SANITARY VALVES 
HOMOGENIZER PISTONS — RINGS 
SANITARY SEALS & PARTS 
CAPPER SLIDES & PARTS 
POSITIVE PUMP PARTS 
GLASS & PAPER FILLING 
MACHINE PARTS 
and for ALL OTHER SANITARY MACHINE 
PARTS which are cleaned daily 


THE MODERN HAYNES-SPRAY METHOD OF LUBRICATION CONFORMS WITH 
THE MILK ORDINANCE AND CODE RECOMMENDED 
BY THE U.S. PUBLIC HEALTH SERVICE - - - 


The Haynes-Spray eliminates the danger of con- 
tamination which is possible by old fashioned 
lubricating methods. Spreading lubricants by the 
use of the finger method may entirely destroy 
previous bactericidal treatment of equipment 


THE HAYNES MANUFACTURING CO. 
709 Woodland Avenue - Cleveland 15, Ohio 


TOMS, ROLL-EASY DOLLIES + ROLL-EASY CASTERS + TABLE CARTS + CAN CARTS + CARRY-BASKETS 
7 SWAP-TITE NEOPRENE GASKETS + NEOPRENE COVERED WRENCHES + “SLIP” CHAIN LUBRICANT 
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THE HAYNES-SPRAY THIN FILM LUBRI 
CANT HAS HUNDREDS OF APPLICATIONS 
WN HOME & INDUSTRY 


SHIPPING W 









as a gift or, even worse, as an addi- 
tional wage that is expected as matter 
of course at the end of the year. 


A good profit-sharing system, Mr. 
Creighton points out, makes employ- 
ees participants in the success or fail- 
ure of the business. 
aware of their role in profit structure 
because it is to their interest to make 
the profit as a large as_ possible. 
Profits are understood to be some- 
thing that no man can give and to 
which no man is entitled. They must 
be earned. When this concept is 
grasped then the desire to do a bet- 
ter job, to be more efficient, to effect 
savings follows automatically because 
there is a reason. The reason is sim- 
ply the fact that it is profitable to be 
efficient, to do a better job, to create 
as many savings as possible. 


They become 


The Creighton plan is marked by 
its effectiveness and also by its sim- 
plicity. Lawrence Creighton says that 
the first and only really hard decision 
that must be made, once a_profit- 
sharing plan is decided upon, is the 
determination of the amount of profit 
to be shared. He recommends agree- 
ment on a fixed percentage or a spe- 
cific sum. When the Creighton 
brothers embarked on their profit- 
sharing venture they had more or less 
to feel their way along. They set- 
tled on a fixed sum and set aside a 
specific amount each month. This 
money is deposited in a separate bank 


account. The amount set aside is 
shown below: 
ere $ 500.00 
ee 800.00 
eee 1,000.00 
BY Shehcs iasactccpecsivss 1,500.00 


The money is allocated according 
to length of service and amount of 
salary. Loyalty is a hard thing to 


measure but length of service is cer- 
tainly one good indication. Conse- 
quently, of the total amount in the 
profit-sharing fund, each man received 
five dollars a year for each year of 
service. The total of these payments 
is subtracted from the profit-sharing 
fund and the balance is divided out 
on the basis of annual earnings. What- 
ever the percentage of a man’s annual 
earnings is of the total payroll, that is 
his percentage share of the remaining 
money in the profit-sharing fund. 

For example, if the total payroll 
amounted to $40,000 a year and the 
employee’s annual earnings amounted 
to $4,000 he would be entitled to ten 
percent of the profit-sharing fund after 
the five dollars for each year of serv- 
ice had been deducted. 


A profit-sharing plan is no good if 
it merely is a matter of a check at 
Christmas. There must be regular 
meetings, at Creighton’s they are held 
each month, in which the men receive 
a progress report. The meetings are 
necessary in order to maintain interest, 
but even more important they give 
the employee the feeling of being a 
significant part of the organization. 
They impart that all important sense 
of participation. 

The profit-sharing plan is an excel- 
lent public relations device in addi- 
tion to its other virtues. At first, Mr. 
Creighton says, customers and em- 
ployees were rather skeptical but now, 
after four years of operation, they are 
ready to believe it and give the com- 
pany credit for an honest effort to 
share with employees the fruits of the 
company’s collective labors. 

The Creighton plan is exactly the 
same as it was when Lawrence and 
Stanley Creighton put it into opera- 
tion four years ago. The men like it. 


It has produced gratifying results jn 
the plant and among the customers. 
There is just one word of caution that 
Mr. Creighton offers, “Don’t start a 
profit-sharing plan unless you are 
ready to follow through with it.” But, 
given the will to follow through and 
a simple, common sense plan, profit- 
sharing can work and work well. 


DAIRY INDUSTRY OFFERS SOLID 
INVESTMENT POSSIBILITIES 


The latest Standard & Poor Dairy 
Products Industry Survey has this to 
say about the industry as an invest. 
ment possibility: 


“Stocks of leading dairy products 
companies, including those of evapo- 
rated milk producers, represent worth- 
while, long-range holdings. National 
Dairy Products is particularly attrac- 
tive for secure income and _ longer 
term appreciation possibilities.” 


The report says that sales of the 
leading dairy product companies, in- 
cluding those largely engaged in the 
manufacture of evaporated milk, have 
continued to mount in recent months. 
Carnation posted 
percent year-to-year improvement in 
sales. 


Company an ll 
The smallest improvement in 
sales was shown by Foremost but only 
because the 1956 comparison 
against the first nine months of 1955 
which included 36 million dollars in 
sales of companies no longer owned 
by Foremost. 


Was 


Beatrice Foods, Foremost and Pet 
Milk widened profit margins. Other 
leading companies were hampered 
by increased operating costs together 
with bad weather, which adversely 
affected seasonal sales during the nor- 
mally peak months of July and August. 





RIDAK SUPREME QUALITY SANITARY PAPER GASKETS AND LAFLEX FIBER GASKETS 


RIDAK GASKETS... 














Reference Table for Ordering New RIDAK Pump Gaskets 
@ Made by gasket craftsmen. aes bdial ae ; Sie ae 
® Accurately fabricated. GASKET | GASKET SIZE EQUIPMENT USED ON 
@ Top grade pure manila paper. NO. ae eee 2 WAUKESHA - 
@ Standard .035” thicknesses. 10BB Aare — Fyoxdt Ne. yous pump | 
x _ x °. ump 
LAPLEX GASKETS . . . $308 14V ep ane 12407% No. 33 io nd 42588 P | 
. . 2x _ x. °. Pi a ump 
© Same sizes os Ridak gaskets. 125A 11%ex8Ve — 97/ex6Ve 55, 100 and 125 Std. Pump | 
(Use Ridak numbers — specify Laflex). 466A 6V4x4ey — Syx3 No. 10 Std. Pump | 





@ Recommended for trouble spots where x 

















stronger gasket is ded Reference Table for Ordering Gaskets for Sanitary Fittings 
Special sizes and shapes Fitting Size and Gasket Numbers 
nage on order — 48 GASKET DESCRIPTION a ee ef ee ee ae 
sends gosh Flat Seat Fitting Narrow Plang@....ccccc..0cccccsuu0- 75 1505 | 2005 | 2505 | 3002 4005 
Standard sizes usually 24 Bevel Joint Fitting Standard Flange... | 1001 1501 2001 2501 3001A | 4002 
hours. Bevel Joint Fitting Wide Flange 4 1502 2002 2502 3001 4003 





Boonville, New York 





BOONVILLE MANUFACTURING CORPORATION 
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The finest chocolate- 
,; | flavored dairy powder, 


bar none! 


- - Kraft Stabilized Chocolate- 
flavored Powder is an ideal 
base for your chocolate- 

flavored drink or milk. Top grade, finely- 
ground cocoa and sucrose are blended 

to perfection in this superior product. Kraft 
powder contains a special vegetable stabilizer 
that is designed to prevent “‘settling out’’. 
Kraft can supply a chocolate powder that 
gives to the finished drink the viscosity or 
body that you prefer. Drinks made with 
Kraft Stabilized Chocolate Powder pour out 
smoothly and leave no filmy, sweetish after- 
taste. Kraft Powder is economical. There’s 
no waste—convenience and ease in handling 
save time and money. Kraft Stabilized 
Chocolate-flavored Powder never fails to 
produce a fine flavored, fast selling chocolate- 
flavored drink or milk. 


| when you use 


SLID 
S sge 

Dairy Kraft Stabilized 
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nvest- 
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*Vapo- 
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/ 
a Technical service 
t only 


was j and counsel 
1955 |} 
ars in te Kraft now makes avail- 
ywned & \ able to you trained 
re | . field technicians to give 


: on the spot assistance 
d Pet wherever it is needed. 


onths. 
n ll 
nt in 


‘nt in 


Kraft sales promotions will increase 





your chocolate drink sales! 


The best chocolate-flavored powder . . . the 
best sales promotions and merchandising aids 
in the business . . . an unbeatable combina- 
tion for increased chocolate drink sales. Let 


Other . your Kraft salesman tell you about our 

? If you now have a chocolate-flavored drink extremely successful promotions and how they 
pered | problem, phone or write your nearest Kraft can work for you to sell more of your own 
ether branch or Kraft Division Headquarters, or chocolate drink under your own dairy name. 
ersely send in the coupon below. 
e nor- 
ugust. 





Kraft Foods Company, Industrial Department, A-3 
500 Peshtigo Court, Chicago, Illinois 
Gentlemen: 


Please have a Kraft technician contact us regarding stabilized choc- 
olate-flavored powder. 


























NAME 
KRAFT FOODS COMPANY 
er DIVISION HEADQUARTERS 

| ee New York, N.Y. © Atlanta, Ga. 

| CITY ZONE__ STATE Chicago, Ill. 
_" Garland, Tex. * Green Bay, Wisc. 
pi EO er eee eT eT Tre Te TTT re TTT TT ee Te San Francisco, Calif. 
view March, 1957 61 












N 18-PAGE, illustrated booklet 
with a butterfat-yellow cover 
has helped to create a minor 
revolution in the production of milk 
Called “Good Tasting 
Milk,” the publication was developed 


in Vermont. 


by Alec Bradfield, professor of dairy 
marketing at the University of Ver- 
mont, and W. A. Dodge, Vermont 
Agricultural Extension Service, to help 
dairy farmers produce milk that tastes 
better. Since the beginning of the 
program two ago, milk sales 
percent in Vermont 
while the population has remained 


years 
have risen 15 


the same. 


The booklet describes all of the 
favors that are found in milk; it ex- 
plains how they get that way and tells 
what to do about it. Among the objec- 
tionable favors to be found in milk 
are: feed, barny, salty, rancid, malty, 
high acid and oxidized. 


The feed flavor comes from sudden 
change in pasture. A barny flavor de- 
rives from dirty stables, poor ventila- 
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milking and unclean 
cows. Salty flavor comes from mastitis, 


tion, unclean 
stripper cows, and individual cows. 
Rancid-tainted milk comes from strip- 
per cows or slow cooling with foam- 
ing. The malty flavor comes from high 
bacteria, dirty utensils or poor cooling. 
High acid flavor results from very 
high bacteria count, dirty utensils, or 
poor cooling. Oxidized flavor comes 
from exposed copper or iron in the 
equipment daylight, or from indi- 
vidual cows. An unnatural flavor in 
milk—milk that tastes like medicine or 
medication 
of teats, disinfectant barn sprays and 


disinftectant—comes from 


some fly sprays. 


The left page of every two-page 
spread in the booklet is composed of 
a cartoon showing the off-flavor, the 
heading such as “Feed” or “Barny” 
and the reasons. The right page tells 
how to get rid of and prevent the re- 
currence of that particular flavor. 


The booklet was devised, produced 
and distributed to dairy farmers as 


Vermont Booklet 
On Good Tasting 
Milk Helps 
Raise Sales 
By 15 Percent 


part of the Vermont Flavor Improve- 
ment Program. The program has been 
responsible for a phenomenal 15 per- 
cent increase in the sale of milk in 
Vermont over the past two years. 


The necessity for such a program 
arose out of complaints 


about milk flavors; the desire by pro- 


consumer 


ducers and dealers to get the most 
out for their advertising dollars by 
handling a high-quality product; and 
the recognition by all concerned that 
substitutes for fresh milk are being 
improved constantly. Professor Brad- 
field was convinced that if the de- 
mand for fresh milk were to be re- 
tained or improved, then the product 
must taste good. 


After eight months of study by Pro- 
fessor Bradfield and his associates, the 
program, including the booklet, was 
instituted. Bradfield says 
that the idea is spreading. The pam- 
phlet, “Good Tasting Milk,” has al- 
ready gone into 31 states, six prov- 
inces of Canada and Hawaii. Total 
mailing has been 30,000 copies in 
little more than a year. Vermont has 
10,500 dairy farmers. 


Professor 


In Vermont itself, reports Professor 
Bradfield, milk dealers are begin- 
ning to use the flavor angle in their 
advertising, especially on radio and 
television. 


The harmful effects of off-flavors in 
milk cannot be overstated. A survey 
in North 
definitely drop off when milk acquires 
certain off-flavors. 


Carolina shows that. sales 


Professor Bradfield says, “It is all 
right to have the fresh fluid milk taste 
good, but we would also like to have 
better tasting butter, cheese and _ ice 
cream and we can do it only by hav- 
ing good flavored milk to begin with.” 
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” DAREKOOL 


| With Confidence 
it | Going DARI-KOOL Insured 
Us Of Prompt, Courteous 
ove | Service In Years To Come” 











been 
) per- 
Ik in 
Ss. 
ss Writes MR. & MRS. RALPH PLEUSS, R. 1, Manitowoc, Wis. 
gram = 
laints ‘ ‘ We bought our Dari-Kool bulk cooler with confidence 
pro- since your dealer specializes in milk handling equip- 
most ment and we were convinced that we'd be given expert 
: installation. 
s by | Also, going Dari-Kool insured us of prompt, courteous 
and service in years to come. 
that? DARI-KOOL’S ICE-BANK AND We were surprised at the little effort needed to keep 
eing GLACIAL WATERFALL COOLS our Dari-Kool neat and clean and have been overjoyed 
bead. FASTER, WITHOUT FREEZING with its sparkling beauty. 
- de- | Streams of ice-cold water flood Sincerely yours, 





‘ i all four sides and bottom of the 
P re- milk tank. The milk is cooled to War Kp 
low 38° — without freezin ¢ Whe, y/o 
duct below 38 without freezing ‘ 


Pro- 'y if tf 
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“we DARI-KOOLS ICE-BANK PRO- 
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$ in ECTRIG POWER FAILUR 

.. ——— FS The IGE-BANK COOLER that 
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ales | DARI-KOOL TANKS ARE 
res MUCH EASIER TO CLEAN 
Dari-Kool tanks are much easier 
tocleanbecause the refrigerated 
all > milk tank walls are alwoys moist 
This retards milk stone formation. Model shown 
aste DKS-200 — (200 gallons) 
ave Also available in 100, 150, 250, 400, 500. 
nie DARI-KOOL MEETS OR EXCEEDS 600, ond 700 gallon sizes Write dep't 42 for this FREE BOOK 
1Ce ' ALL 3A STANDARDS showing the advantages of bulk milk cooling 
\av- = 
th.” DAIRY EQUIPMENT CO., Box 457, Madison, Wisconsin , 
ew March, 1957 63 











Some time ago the 
head of a public util- 


Cuchuwve ity on the Pacific 
fm Coast took a look at 
the gasoline mileage 

e of his fleet and de- 
cided it not 

good enough. The 

decision, however tenuous, was based 
on the fact that other utilities appar- 


was 


ch 


offered little that 
known and in practice. 


was not already 
Second step 
was to check the record keeping and 
see if it reflected the fuel consump- 
tion accurately. This led to very little 
gain. The records were pretty good. 
Investigation showed that some gaso- 
line was being lost by overfilling; so 
cut-off fitted to gas 
pumps, sometimes with pliable spouts 


nozzles were 


Successful Training Program 


Produced a 10% Saving in 


Gasoline Consumption 


ently were doing better. Nothing could 
be proved but management thought 
it was worth a try. 


This particular fleet travels about 
36 million miles per year so any sav- 
ing would be worthwhile. At the 
end of three years 10 percent of the 
gasoline had been saved. The saving 
was to check the record-keeping and 
fleet was in good condition and was 
well maintained. 


Because the fleet was so well regu- 
lated and maintained, mechanical im- 
provements made little difference. The 
driver turned out to be the control- 
ling factor. 


First step was to visit other fleets 
and see what they were doing. This 
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about 13 inches long to prevent over- 
filling on trucks used for short trips. 
Some fuel was saved but not enough 
to make a dent in the total. 


With a positive knowledge that the 
low mileage vehicles, which operate 
with cold engines, were using too 
much gasoline, a group of 1,000 vehi- 
cles which travel between 6 and 100 
miles per day in congested traffic were 
investigated. Mileage of this group 
improved about % mile per gallon 
when 140-and 160-degree thermostats 
were replaced with 180-degree ther- 
mostats. But still this made no sig- 
nificant change in the total fuel bill. 


Investigation showed that some gas- 
oline was being wasted in vehicles 


Talk 


equipped with hand chokes because 
the driver would not push the choke 
in as soon as he should. A 15-cent 
spring corrected this in each case but 
still there was not sufficient saving to 
talk about. Combustion analysis and 
mechanical adjustment showed as 
great a saving as 1.2 miles per gallon 
but the overall fleet showed less than 
.24 miles per gallon. 


Driver Is Main Factor 


At this point carefully controlled 
driving tests were conducted. These 
tests demonstrated that practically all 
the vehicles in the fleet were capable 
of from 3.6 to 5.5 more miles per gal- 
lon than the record showed they were 
getting. This pinpointed the deciding 
factor in the fuel economy program- 
the driver. 


Proceeding on this premise a large 
group of drivers were given a thor- 
ough training. Their mileage improved 
2.4 miles per gallon and stayed that 
good for six weeks. Then the drivers 
were told the test was over. Soon the 
improvement had slipped back to 1.2 
miles per gallon. This proved that 
training is a continuous process if it 
is to work. 


The 


driving 


nine 
demonstrate the 
a mileage meter and vacuum 
gauge were used on each driver. Each 
driver was given 


training was based on 
rules. To 


point 


a booklet and was 
required to sign a statement that he 
had read it. Classroom instruction and 
demonstrations were conducted by 
garage foremen who had _ previously 
A card 
holder was mounted on the instrument 


received the same instruction. 


panel and cards illustrating each of 
the nine driving rules were placed in 


it and changed periodically. 


The training and consequent fuel 
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Now Chevrolet offers the industry's widest range Fe EN ROE KITT ‘ 
irge | of door-to-door delivery vehicles! New heavy-duty models f 
an provide G.V.W.’s all the way up to 18,000 /bs. (the 
ee | highest of any make) and whee/lbases to accommodate 
man king-sized bodies. They're tops for profitable 
the ) stop-and-go hauling ... and so are the lighter mode/s! 
iz 
hat | From their husky Jobmaster 6 engine to their 15,000-lb. 
fz rear axle, these new heavy-duty forward control models There’s one that's right for your job! 
are built to help you deliver the goods with matchless ease ARN 
and economy! The two new 6000 Series chassis, equipped MODEL S.V.W. WHEELBASE 

ine with a durable four-speed Synchro-Mesh transmission, 3442 7,000 Ibs. * 104” for 8’ body 
the | are adaptable to single or double-unit bodies. And Series one | 70 = La or La hety 
jum 3000 models with Thriftmaster Special 6 or optional Ae os es =A a = oaty 
ach 160-hp. Trademaster V8 (plus a choice-of four transmis- og A en ae tn Md isd weer 

| , . , : 6642 | 14,000 ibs. 153%” for 14’ body 
was sions, including Hydra-Matic) are great performers, too! 
he See your Chevrolet dealer for the model and equipment l 
and best suited for your delivery needs. ... Chevrolet Division *10,000 lbs. optional, extra cost. 
by | of General Motors, Detroit 2, Michigan. **78,000 lbs. optional, extra cost. 
isly 
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' PROVED ON THE ALCAN HIGHWAY...CHAMPS OF EVERY WEIGHT CLASS! 
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SURER, BETTER 
ALL-AROUND 


i) EFFICIENCY 











Check These 
Greater Dollar $aving Features 


RUBBER TREADS . . . a wide choice of 


treads suited to all types of floors. — 
ing Darnelloprene oil, water and chemical- 


resistant treads, 





RUST-PROOFED by zinc plating, 
Darnell Casters give longer, care-free life 





LUBRICATION . . . all swivel and wheel 
bearings are factory packed with a high 
quality grease that “stands up” under at- 
tack by heat and water. 


STRING GUARDS . . . Even though string 
ond ravelings may wind around the hub, 
these string guards insure easy rolling at 
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rbug way you look at it 


you get more value per dollar 





Your free copy 1s watting 
Send for tt today! 





DARNELL CORPORATION, LTD. 


WNEY LOS ANGELES ¢ ALIFORNIA 


WALKER STREET, NEW YORK 13, NEW YORK 


NORTH CLINTON STREET, CHICAGO 6, ILLINO!S 








checks were given not only to every ly stated, was a 10 percent Saving, 


driver but also to every member of The nine driving rules outlined jn 
management. The result, as previous- _ the training material are as follows: 


1. THE GETAWAY 
When leaving a signal don’t try to win a race to the next one. On one 
test we did just this and averaged eight miles per gallon. Repeating a test 
over the same route, but using less speed when leaving signals, we aver- 
aged 15.3 miles per gallon and took only seven seconds longer to cover the 
same distance (approximately one mile). 


2. SHIFTING SPEEDS 

Shift to high gear as soon as possible. At 20 miles per hour, second gear 
uses 15 percent to 20 percent more gasoline than high, first gear 30 percent to 
50 percent more. 
3. DRIVING SPEEDS 

The following list shows the gasoline mileage at various speeds of a car 
capable of 20 miles per gallon at 20 miles per hour. 


CONSTANT SPEEDS 


20 MPH 20 MPG 
30 MPH 19.7 MPG 
40 MPH 18.3 MPG 
50 MPH 15.9 MPG 
60 MPH 12.2 MPG 
70 MPH 8.0 MPG 


4. JACK RABBIT DRIVING 


Don't hop around in traffic. Everytime you speed up to get to the other 
lane you over-use the accelerator pump and it pumps gas right out the exhaust. 
This type of driving can use as high as 30 percent more gasoline. 


5. PACING YOURSELF IN TRAFFIC 
Try to make the signal and not have to speed. Avoid unnecessary stops 
in traffic. Accelerating from 15 to 30 miles per hour then slowing down rapidly 
to 15 and accelerating back to 30 in high gear averaged 6.5 miles per gallon 
on a test run. 


6. WARMING UP THE ENGINE 


If necessary use the choke but push it in as soon as possible. If it’s an 
automatic choke be sure its adjusted, and don’t pump the accelerator. Just 
allow engine to operate at a moderate speed during warm-up period. This one 
is a big gasoline saver. 


7. NEEDLESS IDLING 


This one doesn’t need proof, it’s just good reasoning to shut off your engine 
when parked, but nevertheless this same needless idling costs most people 
five percent to 10 percent more for gasoline than is necessary. 


8. TAKE IT EASY ON THE CLUTCH 


On one of the test routes there were two hills. During the first test run 
over this area the car was held uphill at the stops by slipping the clutch, and 
10.3 miles per gallon was averaged. The second test over this area the car 
was held at the stops by the brakes and 13.7 miles per gallon was averaged. 
Use the brakes on a hill—it’s safer and more economical. 


It takes gasoline to move your car, so anticipate traffic and you won't have 
to use your brakes so much. When you have to use brakes you waste the 
energy it took to get you moving and that means wasted gasoline. 


American Milk Review 

















nn - TA 





: 
‘ 


~~ 








ving, 
sd in 
lows: 





one 
test 
iver- 
the 


gear 


nt to 


. Car 


* ont 
5 At 


ewes 


ther 
ust. 


tops 
idly 
illon 


gine 


ople 








if you 











MILK! 





When it comes to buying milk for the family, 

the lady knows what she wants. She wants to 

see what she pays for... milk in clean, sturdy 

glass bottles. And she wants a bottle cap that 
works...that’s both sanitary and practical. 

Give the lady what she wants 

... put Seal-Kaps on your bottles. 


Seal-Kaps fit snug, keep milk 
fresh until the bottle is empty. 


eant sell her, 
ou eant sell 






Seal-Kaps twist off and snap on in a jiffy. Fin- 
gers don't touch the pouring lip. Another point 
to remember—Seal-Kaps fit every multi- 
finish bottle, with or without cap seats, from 
38 mm. up. 

And in your dairy, Seal-Kaps cut your ex- 
penses, because they go on in one quick oper- 
ation! So cap the proven way to please the 
modern woman...use Seal-Kap or Seal-Hood. 


AMERICAN SEAL-KAP CORPORATION, 11-05 44th DRIVE, LONG ISLAND CITY 1, N.Y 


* 
uil-Kond AND etl -Kigid PROTECT TO THE LAST DROP JN THE BOTTLE 


*Trade-mark Reg. U. S. Pat. Off. 














A STRONTIUM 90 PRIMER: 


What You Should Know About 


Radioactive Substances in Milk 


By HERBERT SAAL 





EOPLE WHO MAKE their living in the milk indus- 

try are particularly concerned with the mounting 

volume of publicity linking milk to radioactive 
strontium 90, a prime suspect as a cause of bone cancer. 
In newspapers, magazines, radio, television, lectures and 
other means of communciation, people are being told 
about milk and strontium 90. 


Out of all this welter of words it is possible for 
people to get the wrong impression. 

If the public stops buying milk for the wrong rea- 
son, the effect is the same on the milk business as if the 
public stops buying milk for a legitimate reason. 

Few facts are known, yet, about strontium 90. How- 


ever, from what is known, qualified scientific authorities 


What is strontium 90? 


created by splitting uranium or plu- 


tonium atoms. 


isted on earth before the first 


Strontium 90 is a radioactive dust 


No. strontium 


have concluded that there is little present danger to the 
human body from the amount of strontium 90 now in the 
body or likely to be absorbed into the body as the result 
of atomic detonations that have taken place. 


What the future holds is another matter. 


The American Milk Review has drawn up a series 
of questions that the man on the route may be called 
upon to answer. They are by no means all, or even a 
small part, of the questions that may be asked. But it is 
felt they are a start in the right direction. 

The highly 
authoritative sources such as the Atomic Energy Com- 


answers are based on a number of 
mission, the National Academy of Sciences, Science mag- 
azine, Time magazine, and the Medical Research Council 


of Great Britain. 


Now. it is believed that 


every person in the world has some 


explosion. 


90 ex- 


atomic 


of it in his bones. 





Why has there been so much 
tumult about strontium 90? 


radioactive for so long. 
life of 28 years, meaning that it takes 
28 years to lose half the strength of 


It is the most dangerous of the nu- 
clear products because it remains 


its radioactivity, another 28 years to 
lose half the strength of the remainder 
It has a half- and so on. If it gets into an individ- 
ual’s bones in sufficient quantities, it 
can cause cancer of the bone. 








How much strontium 90 is 
“enough” to be dangerous? 






In some persons bone tumors would 
appear sooner, in others, later; but all 
would most likely be affected if they 
received between 30 and 40 micro- 
curies of strontium 90. The permis- 
sible levels of exposure both for people 
working with fission products and the 


general public have been established 
at far below the danger level. For 
workers with fission materials the per- 
missible level of exposure is one mi- 
crocurie. For the general public the 
permissible level has been established 
at 1/10th of a microcurie. 
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M-5004 Separates 


17,000 Pounds of Warm Milk Per Hour’ 


— Reports Plant Manager Arnold Westphal of Waconia Creamery Association, Waconia, Minnesota 


Hundreds of dairies report that the new Westfalia MM-5004 Warm 
Milk Separator means extra dollars. Why? Because more milk can be 
processed per hour, and the skim milk has extra low butterfat content. 
This means more marketable cream, and extra profits from sale of 
nonfat dry milk. 

Take the case of Waconia Creamery Association, Waconia, Minne- 
sota. Says plant manager Arnold Westphal: “Because the skim milk 
from our Westfalia MM-5004 separators contains only traces of fat, 
our skim powder averages from 0.6 to 0.8 percent butterfat. These are 
especially fine results since we are separating 17,000 pounds per hour 
per machine at 120°F — up to 300,000 pounds per day through both 
our Westfalias without interruption for cleaning, while maintaining 
less than 0.01 percent fat in the skim. In fact, this plant has used nothing 
but Westfalia type machines since 1936.” 

Won’t you let us give you the full story on the Westfalia high 


CENTRICO 


NcCcORPORATE D 


P. 0. Box 349, Englewood, New Jersey 


At 4d SATS 
SEPARATOR 


Here are additional dairy plants 
using the MM-5004 at 
14,000-19,000 pounds per hour 


Separating temperatures vary from 85° 
to 135°F; BF contents vary up to a 
maximum of 0.01 percent by Babcock. 


Apple River & Beaver Coop Creamery Assn., Inc. 
Amery, Wisconsin 


Baldwin Co-op Creamery Assn., Baldwin, Wisconsin 


Belle Plaine Farmers Coop Creamery Assn. 
Belle Plaine, Minnesota 


Connersville Coop Creamery Assn., Downing, Wisconsin 
East-West Dairymens Assn., Newman, California 
Knudsen Milk Products Company, Visalia, California 
Pontotoc Dairies, Pontotoc, Mississippi 

Santa Monica Dairy — Edgemar Farms, Venice, California 
Sunshine Biscuits, Inc., Dairy Div., Fremont, Ohio 
Tillamook County Creamery Assn., Tillamook, Oregon 
Turtle Lake Coop Creamery Assn., Turtle Lake, Wisconsin 


Write for Catalog No. 2256 describing 
the entire Westfalia dairy separator line. 









How much strontium 90 
does each person have in his 
body right now? 


The average human body contains 
1/10,000th of a microcurie of stron- 
tium 90. Human bone samples from 
all parts of the world reveal that at 
the present time strontium 90 can be 
found in all human beings, regardless 


of age or geographical location. Young 
children’s with their greater 
need for calcium, showed three to 
four times as much strontium 90 as 
did adult bones. 


bones, 





Is there a present danger? 


No. “...the amount of strontium 
90 at present being deposited in chil- 
dren, while greater than that being 
deposited in adults whose bones have 
already been formed, is negligibly 


low,” writes Dr. Austin M. Brues, di- 





Does milk contain strontium 
90 in dangerous quantities? 


No. Milk contains less strontium 90 
in proportion to calcium than the grass 
or alfalfa that the cows eat. Signifi- 
cance: human beings who receive most 


rector of biological and medical 
research, Argonne National Labora- 
tory. 

of their calcium from milk will re- 


ceive less strontium 90 than people 
who get their calcium 
vegetable sources. 


direct from 





What is the relationship 
between strontium 90 and cal- 
cium? 


Strontium 90 and calcium act alike 
chemically. Once in the body, they 


travel to the bone. But while calcium 


is a bone builder, strontium 90 is a 
bone destroyer. 





Is strontium 90 found only 
in milk? 


Strontium 90 is found not only in 
milk; traces of it are found in prac- 
tically every food man puts in his 


mouth. The only way to avoid it is 
to quit eating. 





How does strontium 90 get 
into the body? 


An atomic device is detonated. A 
radioactive cloud of billions of parti- 
cles so small they have never been 
seen, is formed. Some of these parti- 
strontium 90. 
How high that cloud goes into the 
sky depends upon the force of the 
Most of the particles fall 
in the immediate vicinity of the ex- 


cles are radioactive 


explosion. 


plosion. The rest are thrown into the 
stratosphere where they begin a slow 
descent to earth. Once they fall be- 


low cloud levels, rain hastens their 


descent. The winds disperse them 


all over the surface of the earth. They 
get into plant life to a greater or lesser 
degree depending upon the amount 
which 
they happen to fall. The more cal- 


of calcium in the soil upon 


soil, the less 
strontium 90 will be absorbed by the 


cium already in the 


plants; the less calcium in the soil, the 
more strontium 90 will be absorbed. 


Human beings get strontium 90 into 
their systems by eating vegetables o 
by eating the products of animals, 
which themselves have eaten  stronti- 
um 90—contaminated plants. 
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MODERN! EFFICIENT! ECONOMICAL!— THE Aeadall 


150° AUTOMATIC DUMPING SYSTEM 


LESS INITIAL INVESTMENT .. . LESS SPACE REQUIRED ... 
LESS EQUIPMENT TO MAINTAIN 


PROVIDES — 


Greater sanitation . 
posite samples . 
to operate . 
wearing parts. . 


. . Better control... 
. . Less operator fatigue 
. . Less power required (One Power Unit) . . . Fewer 
. Plus the regular features which have made 


More accurate com- 
... Less steam required 


KENDALL WASHERS the watchword of the Dairy Industry for 


over 29 years. 


KENDALL-LAMAR CORP. - POTSDAM, N. Y. @ 
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APPROVED 


iT SO GOOD, 


Complete control panel mounted on end of tank. 
All stainless steel refrigerant coil. 

Direct expansion refrigeration system. 

All stainless steel or painted mild steel exterior. 
Remote tanks from 150 through 1500 gallon. 
Self-contained tanks from 150 through 300 gallon. 
Factory calibration in pounds or galions. 


Cylindrical design offers maximum strength and depend- 


able calibration. 
COMPANY EM BEE 


MEYER BLANKE CO. © (EXCLUSive DISTRIBUTOR) 


St. Louis - Kansas City Memphis Dallas Houston Okla. City 

ALABAMA ARKANSAS GEORGIA ILLINOIS KANSAS 

KENTUCKY MISSISSIPPI MISSOURI OKLAHOMA ~ TENNESSEE 
TEXAS NORTHWESTERN LOUISIANA 
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| ing. 


ICE CREAM MOLD WASHER 
10 or 20 Molds per minute. 





we 


COMPENSATING IMPELLER 
PUMPS 
Avtomatically adjusts to |vary- 
ing hedd pressures. From|\ to 

7 VY HP. 


FARM 
COOLING 
TANKS 
With Weigh 
Scales or Meas- 
uring Sticks. 175 to 
1000 gal. — Remote 
and Self-Contained. 





i> ROLL-A-TABLES 


G 


, PROCESSORS 
50 18 1000 gal.—Vae- 
vum ‘and Op 
\Choica of 
Wall, Steam V 
Rlooded er Spray H 


To, 

sure \ 

or, 
t- 


SANITARY PIPE & PARTS 
WASHING EQUIPME 
A \size for every dairy, from the 
smollest to the largest. \ 











A 


SOAKER BOTTLE WASHERS 


Half-Pint Bottles to Half-Gal 
lon and Gallon Jugs. 

















\ 
ial 
\ THRIFT KING 
STAINLESS PIPE TANKS 
Equipped with Pipe Washing § 
chine and Recirculating Unit. 
\ 
STORAGE PIPE RACKS 
YANKS Stainless or Gof 
a For Milk, nized. 
Ide Cream Mix, 
By-Produtts. Unrefrig- j 
erated or Refrigerated. ) 
t 
( 
7 


a 


SANITARY TABLES 
4'—6'— 8’ sizes. 


| 


Write for Bulleti | 
EMPTY CASE AND BOX ar iecilinaicinatas 


WASHERS 
10 or 20 Cases per min- 
ute. 





meron || aoracrorine (ov: , 
P PS fe i il 






XUM 
























PROCESSORS, CONSUMERS PAID MORE 


+ ‘ ‘ FOR MILK IN 1956 
, The Girton Theift-King The following is based on Milk Production on Farms 


and Statistics of Dairy Plant Products, 1956, by the U. S. 
Department of Agriculture. 


Home delivered prices of milk increased sharply in 
1956, according to the United States Department of 
Agriculture. The average retail price of standard grade 


milk delivered to the home in 25 major cities during the 


year was 24 cents per quart, the highest in 37 years of 
record, exceeding the last previous high in 1952. The 
e 1956 average was a cent a quart higher than 1955 and 


1.9 cents higher than 1950-1954 average. 


A : By markets, the average annual price in 1956 was 

higher than 1955 in all markets with the exception of 
Jacksonville, Florida, which was unchanged, and New 
Orleans, Louisiana, which showed a decrease of 0.3 cent. 


Price increases were not a one-way street in 1956. 
While the dealer received more from the consumer, 
he also paid more to the producer. The milk dealers’ 
average weighted buying price for Class I milk in 1956 
in 156 markets was $5.34 per hundredweight. This was 
15 cents per hundredweight above 1955 and the fifth 
highest of record. The 1956 figure was at about the 





SHERS _ ° . ann tonal > five-vear 50-1954) ave 
If-Gal ad! America Ss same level as the five-year (1950-1954) average. 





i . Average daily sales of fluid milk during 1956 in 31 
j Lowest Priced Federal Order Markets with data on in-area sales avail- 


Stainless Steel Wash Ta nk able were 2.2 percent above 1955. This compares with 
an increase of 4.4 percent for a similar group of markets 
in 1955 over 1954. In the first six months of 1956 whole 
milk sales showed substantial increases over 1955, but 
sales in July, August, and September barely exceeded 
the level of a year earlier. In October and November 
whole milk sales were again well above the comparable 





} The Thrift-King Pipe Tank is specially designed for the 
ee dairyman who wants quality construction at a nominal 
investment. It’s made in 6, 10 and 12’ lengths for 

handling all sizes and lengths of tubing. 


v ’ . ‘ mer ; 
, # months a year earlier but declined to the 1955 level in 
a December. All 31 markets showed increased sales of 
~ - " ‘ whole milk during 1956 with increases ranging from one 


to eight percent. 

















> Washing § 

ting Unit. Average daily sales of skim milk items during 1956 
in the 28 Federal Order Markets were 2.7 percent above 
the previous year. This represents a sharp decline from 
the rate of increase shown in 1955 when sales of skim 
; milk products for a similar group of markets exceeded 
“Sg 1954 by more than 10 percent. The seasonal pattern of 
Ideal For skim sales during 1956 generally followed the same 
PIPE RACKS in-Place and pattern showed by the whole milk sales. By markets, 
inless or Gol ° ° sales of skim products in 1956 as compared with 1955 
od. Recirculating Cleaning were somewhat more varied than sales of whole milk. 
Attach the Recirculating Washing Unit to the Thrift-King and Five markets showed decreases from a year earlier ranging 
you have an extremely versatile piece of cleaning equipment from one to six percent. In two markets, skim sales were 
that can be used for in-place and circulating cleaning. Hours practically unchanged from the previous year. However, 
of hand scrubbing parts, fittings and tubing are eliminated. in the other 21 markets, sales of skim products in 1956 
The savings will quickly pay for your original investment. increased over a year earlier with nine markets reporting 

= j The tank can also be equipped with the Girton Roto-King increases of ten percent or more. 
Pipe Washer for brush cleaning long pieces of tubing. The sales of milk and cream mixtures increased 
substantially, while fluid cream sales dropped in 1956. 
Write for complete bulletin and name Average daily sales of milkfat in milk-and-cream mixtures 
YY of your nearest Girton jobber. (commonly known as half-and-half) in 25 Federal Order 
— Markets, New York and Massachusetts excluded, were 
ans meron | avvracronive (onrany nine percent higher than in 1955. Average daily sales of 
— —e€* — milkfat in fluid cream products in 26 Federal Order 


MI E.PA =e 
4 > enasane Markets decreased 3.6 percent from 1955. 
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Building a Better Butter Business 


Faced with the dis- 
mal prospect of de- 
pressed prices, lost 
customers, 


fratahe and ad- 
verse federal, state, 
and local _ inspec- 
tions the Nebraska 
Cooperative Cream- 
eries Association has embarked upon 
a positive program to improve the 
quality of Nebraska butter. Listed as 
the fourth butter-producing state in 
the Union, Nebraska manufactured 
75,071,000 pounds of butter in 1955. 


Heart of the program is the de- 
velopment of a systematic competi- 
tion among creameries based on qual- 
ity. The Nebraska Creameries Asso- 
ciation reviewed many programs and 
policies being pursued in other states 
before adopting their present scheme. 
It was the writer's opinion that, in 
order to be successful, a program 
should be a realistic measure of the 
quantity and quality of Nebraska but- 
ter. After long and careful discussion 
both within and without of the Asso- 
ciation the existing 


program was 


adopted. 
Idea Simple 
The idea is a relatively simple one. 
Random samples of butter from par- 
ticipating plants are subjected to lab- 
oratory analysis by an impartial tech- 
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By E. A. GIERMAK 


Marketing Association of America 


nologist. The results are coded and 
published. Each of the participating 
plant’s samples are given a code num- 
ber known only to the laboratory di- 
rector and the participating plant. In 
this manner the results can be pub- 
lished without embarrasing any par- 


ticular plant, yet each plant is in a 


y 


position to see where its products rank 
in relation to the products of other 
plants. 

The first step in the program was 
to secure a qualified technologist. 
Arell J. Watson, secretary of the Ne- 
braska Dairy Products Association and 
Director of the Dairy Products Labor- 





A view of the dairy laboratory where samples of butter are graded on the basis ovut- 
lined in the Nebraska Cooperative Creameries Association Program. Samples are taken 
four times a year from regular churnings. 
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WILSON 
ADDS A 





TO BULK 
COOLING 





WILSON REFRIGERATION, Inc. 


Smyrna, Delaware 


A Division of Tyler Refrigeration Corporation 





March, 1957 





SWITCHING TO BULK WAS NEVER EASIER than it is 
right now with Wilson’s New Dimension bulk coolers for 1957. 
Pouring is easier because pouring heights are reduced as much 
as 6” on some models. Cleaning is simpler and faster. And more 
producers can switch to bulk without altering their milkhouse, 
because as much as 18%” has been cut from cooler lengths. 


The only thing unchanged in New Dimension bulk coolers is 
the farm-proved cooling system: Wilson’s famous Isolated Ice 
Bank Cooling with Drop-In Refrigeration Unit. Many new oper- 
ating advantages, many new features in this New Dimension 
cooler bring dairy farmers the newest in industrial design. 

Automatic agitation, a new oilless, greaseless agitator motor, 
new agitator blade design, new rounded corners and radius at 
external edges, new integral spray system, new contour-expanded 
milk tanks that eliminate calibration worries: these are some of 
the new features. The new design even extends to cooler legs, 
which are specially designed to make them easier to keep clean. 

You’ll want information on all the new features of New 
Dimension coolers by Wilson for producers in your area. Fill in 
the coupon below today and mail it for complete facts. 








Wilson Refrigeration, Inc., Dept. AM-1 Smyrna, Delaware 


Send immediately more information about New Dimension Coolers. 


Name 





Address 


City : State_ 
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atories in Omaha, was selected as the 
supervising technologist. Three one- 
pound prints from identical churnings 
are the basic sample. This sampling 
technique is employed four times dur- 
ing the year with no advance warn 
ings. Consequently the samples are 
representative of the day-to-day qual- 
ity of the butter churned. 


The samples are taken to the labor- 
atory directed by Mr. Wasson where 
they are analyzed for: 

Moisture 

Salt 

Fat 

Curd 

Yeast and Mold 

p-H. 

Microscopic examination of  ex- 
traneous matter 

Print Weights 

Initial official USDA grading 

Official USDA grading after seven- 
day keeping quality test. 


All entries are grouped into four 
periodic reports and all results are 
forwarded to participants. Results of 
the four periods are totaled at the 
end of the vear and annual awards 
are made to the highest scoring plants 
at the Association’s annual convention. 


The scoring is done in the following 
manner: 
EFFICIENCY SCORE 


For fat content, 
credit as follows: 
Below 80.0% No credit 


contestant will receive 


80.0-80.4 2.0 points 
80.5 1.9 points 
80.6 1.8 points 
80.7 1.7 points 
80.8 1.6 points 
80.9 1.5 points 
81.0 1.4 points 


and 0.2 points less for each 
0.1% increase in fat content. 


EXTRANEOUS MATTER 


Points 
Sediment pad grading good 1.6-2 
Sediment pad grading fair 1.1-1.5 
Sediment pad grading poor 0.5-1 
Microscopic examination indicating 
unfit No Credit 


YEAST AND MOLD COUNT 
0 2.00 points 
1-199 .01 point less for each in- 
crease of one in count. 


200 or more No credit. 


KEEPING QUALITY 
After original scoring, samples will be in- 
cubated at 70° F. for seven days to deter- 
mine the keeping quality. 


Point 
If score does not change 1.0 
If score decreases 1 point 0.5 


If score decreases 2 points or more No credit 
The feature of the Nebraska pro- 
gram which sets it apart from other 
programs is the fact that the samples 
which are analyzed and graded are 
picked up at the participating cream- 
eries by a third, disinterested party, 
who arrives unannounced four times 
each year. This avoids the common 
The 
unannounced, random sampling pro- 
cedure gives a true picture of the but- 
ter. When this procedure is applied 
on a statewide basis a fairly accurate 
idea of the quality of butter pro- 
duced in the state is developed. 


fault of the “chosen” sample. 


The final statistical reports cover- 
ing each creamery’s finished product 
is a reasonable representation of the 
normal conditions abilities that 
prevail. Participating members re- 


and 


view each report very carefully. They 
find in these reports the information 
they need in order to give intelligent 
direction to their efforts for improving 
their product. 


Within the first year over 60 per- 
cent of the members of the Nebraska 
Cooperative Creamery were enrolled 
in the 


program. It is expected, in 


view of the progress which the pro- 


gram has stimulated, that others will 
take part in the near future. 

A second important aspect of the 
Nebraska program is the absence of 
any effort to over-emphasize — the 
favorable elements in manufacturing 
and personnel. This is too often the 
apparent purpose of a grading pro- 
gram. It is particularly true where 
samples are accumulated by choice. 
The net result is likely to be an un- 
realistic appraisal which, because it is 
pleasantly deceptive, is worse than no 
wppraisal at all. 

The 
grading programs should be to de- 
velop information that will enable the 
participants to do a better job. Such 
a program must be executed in terms 
of the regular quality of butter that 
is flowing to the markets. It should 
measure an 


intent of butter-making and 


rather 
than an average that is weighted with 
selected samples that are not repre- 
sentative of 


honest average 


normal conditions. A 
sample made from carefully selected 
raw materials, 
conditions, 


ideal 
controlled 


churned under 
tested and 
through every processing step cannot, 
by any stretch of the imagination, be 
considered a good indication of the 
character of the butter industry in 
general or a specific plant in particular. 

Participants in the Nebraska _pro- 
gram are often chagrined at the re- 
sults and their standing in the scor- 
ing. But, with the facts staring them 
right in the face, they know what 
their weaknesses are as well as their 
strengths. With this knowledge it is 
possible to build. That is what the 
industry in Nebraska is doing. The 
reward will come in a better product, 
more efficient production, and an in- 
creased demand for a product that is 
good because its producers have made 
it that way. 





~ ger The Most Storage For The Lowest Cost 





CHOICE OF 


SLIDE OR 
LIFT LIDS 


Model 
CA 48-S 
_ 


Civwerage 


Me 
COOLERS 


Biggest milk cooling capacity per bottles or 800 gable top cartons. 
dollar cost available anywhere. Up to Extra shelves eliminate crushing of 
1050 — 4 pt. cartons or 900 —'2 pt. cartons. 


Write for illustrated literature and prices — FREE. 








The PUNXSUTAWNEY COMPANY 


720 THIRD STREET 


PUNXSUTAWNEY, PA. 
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everybody 
recognizes this bottle... 
SE” 


... but there 
are 
thousands 
of dairies 
using 
this 
shape 


Attractive, reputation build- 
ing designs help safeguard 


your name, your quality! 


Promote allied products, 





pein — yaruiis too, with a clean cut sales 

se FOOD , 

RS €E} message. Skillfully applied, 
' 

we ad interesting designs can and 


sik 
kg eo will add to your total sales. 


Try this idea — let one of our 


a representatives give you full 


details. 











MILK 1S 35 YEARS DEVOTED 
BETTER IN TO SERVING THE 
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It is important that the route salesmen know the complete ad- 
vertising schedules and have copies of radio or television com- 
mercials. Here a member of the G. P. Gundlach Agency Division 
goes over advertising materials at a sales meeting. 
packages of cottage cheese. 


Note the 





“Remember I'll be pitching over the air’ was the parting remark 
of this charming T-V personality when she appeared at a Woeb- 
kenberg sales meeting. Her presence helped to consolidate the 
sense of group action which was such an important element in 


the campaign. 


How a Modest Budget was Parlayed 


Into a Major Ad Campaign 


One and a half per 


cent of gross sales is 


e budget. The 


a pretty good meas- 
ure to use in setting 
up an advertising 
meas- 
ure can be applied to 
specific cases such 
as the introduction of new products 
on the market. If, for example, an 
estimated two months is required to 
put the product across the rule is to 
take one-sixth of the total advertising 
budget to finance the campaign using 


the new product as a spearhead. 


This business of one and a _ half 
percent is a realistic standard but it 
immediately presents problems of lim- 
itations. A small firm in a large mar- 
ket cannot hope to do a saturation 
type of advertising job on the kind 
of money that would be represented 
by one and a half percent of its gross 
sales. In such a situation other adver- 
tising and sales techniques must be 
used in order to get results. A classic 
illustration of this problem is the way 
in which Woebkenberg Dairy with 
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By NORMAN MYRICK 


less than five percent of the gross sales 
in the Cincinnati market developed a 
boosted its cottage 
cheese volume from 2,700 pounds a 
month to 40,000. 


bert Woebkenberg, president of the 


campaign that 
According to Nor- 


firm, the potential is unlimited. He 
anticipates 70,000 pounds a month by 
spring. 

Specific elements in the campaign 
consisted of a sales force that under 
stood the virtues of their product, a 





» 
A 


i 
id 


television show, newspaper advertis- 
ing in neighborhood newspapers, bot- 
tle hangers, recipes, vehicle cards, and 
store demonstrations. All of these de- 
vices are well-known. They are not, 
of themselves, particularly significant. 
The important thing to note is that in 
this campaign they were treated as 
parts of a single whole. Each part 
had a purpose. Each part was zeroed 


in the same target. 


Three elements emerge as basic in 









ae 


a 


Understanding of and belief in the product was the first step in generating enthusiastic 
support for the new cottage cheese among the people in the Woebkenberg organization. 


Dr. C. E. Lawrence of the Gundlach C 





y described the processing techniques and 


the quality of the product. 
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~-. and let color boost your sales! 


“TAstTE-APPEALING COLOR is character- 
istic of the drinks most everyone looks 
for on hot days. Any wonder then that 
many dairy and non-dairy producers 
make glass a must for summer sales- 
packaging. 

For, whether it’s milk or colorful 
summer drinks, only glass displays its 
contents to let color and quality show 
through ... shows at a glance how 
much is left . . . protects flavor of con- 


DURAGLAS CONTAINERS 
AN () PRODUCT 
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tents. And, as always, a glass container 
is convenient and easy to use. 

Dress up your summer drinks by 
packaging them in our attractive 
stippled bottles or in containers of spe- 
cial shapes and designs. 


For the finest of glass bottles and 
jars for all dairy products—specify 
Duraglas containers. Our nearest 
branch office is at your service. 





Owens-ILLINOIS 


GENERAL OFFICES » TOLEDO 1, OHIO 
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this sales program. The first was the 
production of an excellent product 
with slight differences such as size 
of curd and size of package to set 
it apart from existing cheeses. The 
second was the enthusiasm that was 
generated throughout the entire or- 
ganization of the dairy and its outside 
auxiliaries. The third was coordina- 
tion, the mutual support that, to use 
a military simile, produced the maxi- 
mum fire power. A fourth factor 
which merits a separate analysis was 
the leadership displayed by the Nor- 
bert 


Woebkenberg. But that must 
wait for another day. 
Last month we described how, 


using the services of G. P. Gundlach 
& Co., Woebkenberg Dairy developed 
the first essential, a good product. 
Not only was the product good, it also 
was deliberately designed to be phys- 
ically different from other cottage 
cheeses in the market. It was a large 
curd cheese in a market traditionally 
using small curd. It was packaged in 
16-ounce packages as opposed to 12- 
ounce packages. All of which isn't 
worth the powder to blow it into the 
Ohio River unless people know about 
it. The problem, therefore, was to 
tell a large number of people about 


Tastsweet cottage cheese on a mod- 
est advertising budget. 


Enthusiasm and coordination were 
the one-two punches in the sales cam- 
paign proper. The route salesman was 
the heavy artillery in the campaign. 
The first task was to develop the nec- 
essary enthusiasm among this group. 


There is nothing particularly new 
or wonderful about a sales meeting. 
But when you have a meeting that 
imbues everybody from the switch- 
board operator to the route salesman 
with the idea that the cottage cheese 
put out by their firm is the best dog- 
gone cottage cheese that ever came 
out of a cheese vat and if you haven't 
tried it you haven't tried cottage 
cheese—that is something else again. 
That is what happened. Under the 
leadership of Mr. Woebkenberg, work- 
ing with the professional advice and 
service of G. P. Gundlach & Com- 
pany, the cottage cheese project be- 
came a personal thing to everybody 
in the organization. 


A must in developing this kind of 
enthusiasm is to establish the excel- 
lence of the product. Dr. C. E. Law 
rence, Director of the Gundlach Re 
search Division, who set up the cot- 


tage cheese manufacturing program 
at Woebkenberg Dairy, described the 
process and explained the meticulous 
care that was taken in step 
of production. This is an impressive 
story of special facilities, air condi- 
tioned constant testing, and 
rigidly controlled procedure. But im- 
pressive as the manufacturing story 
may be the irrefutable proof was the 
product itself. A wash tub full of 
packaged cottage cheese was on hand 
so that everybody could taste the 
product personally. They knew it was 
good because they had eaten it. Asa 
matter of fact I ate a half a pound 
myself before I could come to a stop. 
It was better than salted peanuts or 
pop corn in that 
appeal. 


every 


rooms, 


“one more taste” 

Once an understanding of the tech- 
nical process was achieved and the 
taste test had supplied the convincing 
clincher the product was analyzed. 
Differences between this cheese and 
competitive cheeses were pointed out. 
The package was dissected and _ its 
detail. 
supplemented the taste and technical 


function examined in These 
aspects of the program and gave the 


salesmen specific talking points. 
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CLEANS 
TANK 
TRUCKS, 
Vats, Holding 
Tanks, Other 
Deep Containers 


EASILY, 
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her by OXCO 


self. Order a supply today from your Dairy Supply 
or Hardware jobber. Ask about the many other 
quality Oxco deck and dairy brushes designed 
to give you fast, efficient cleaning. 













Perfect for clean- 
ing out deep, hard-to-get- 
at places, the Tanker’s rounded 


scrubbing face removes dirt and sedi- 
ment quickly, easily from tank trucks, holding 
vats, and other large, deep containers. Its 
stiff, resilient filling gets surfaces bright and 
sanitary again with a minimum of hard 
labor. Long, 48” handle sets at just the right 
angle for easy use. Two piece, water resist- 
ant block is joined with rustless bolts and nuts, 
recessed to prevent scratched containers. 


Block pieces replaceable for long, 
economical service. 


Your Choice of 2 neatly trimmed Fillings: 


Tanker #1 Crimped black nylon 
(illustrated) 
Tanker # 2 Stiff Ox palmetto 


Ox 


FIBRE BRUSH COMPANY 


FREOER 


INC. 


maRY 
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George Boos, owner of the Keystone Dairy, says 





b —designed and priced 
for small and medium-sized dairies. Be- 
sides the features mentioned in the text, 
you can get these other advantages with 
the Cox Filler: takes up little floor space 
(34 x 34” x 75"); rolls easily on casters; 
all exposed parts are non-corrosive; dating, 
coding, or cap inserting accessories ore 
available. 


a 


ee 
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ot 


Dairy pair’ 





d Y K NTAINERS — for 
dairies who want economical yet distinc- 
tive containers. In two designs in five 
different color combinations; the exclusive 
Smith-Lee special print design (left above) 
with your name and product on three sides, 
and the stock print design (such as right 
above). 


“The Cox® Filler keeps my paper-filling 
costs low these four ways.” 


To show a profit on the third of its 
milk that’s sold in paper, the Keystone 
Dairy of Bristol, Pa., must keep op- 
erating costs as low as possible. 

George Boos, Keystone’s owner, says 
the Cox Filler helps do just this in 
these ways: 


1. The Filler’s fast and easy to use. 
One man works Keystone’s Cox Filler. 
He fills 14,000 quarts a week, could 
easily fill three times as much. Mr. 
300s says the reserve capacity is good 
to have for emergencies, special jobs, 
and future expansion. 

The operator simply puts empty Can- 
co cartons on the Filler. He removes 


SMITH-LEE CoOQO., 


SPECIALISTS 
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IN DAIRY 


them when they’re full. The Filler 
does everything else. Opens cartons. 
Checks position. Fills. Seals. Crimps 
lids. Even passes already filled or im- 
properly positioned cartons without 
stopping, without filling. There’s no 
wasted time. No wasted milk. 

2. It changes sizes quickly. The Cox 
Filler handles quarts, pints, third- 
quarts, and half-pints with equal ease. 
To change from one size to another, 
says Mr. Boos, “takes less time than 
it takes to say the Lord’s Prayer.” A 
minute or less to be more precise. 

3. It’s a workhorse, takes little mainte- 
nance. ‘““‘We’ve never been without the 


PACKAGI 


INC. 


NG 


use of our Filler in the two years 
we’ve had it,” says Mr. Boos. One man 
takes care of all maintenance in less 
than ten minutes a day. That includes 
disassembling the Filler, cleaning it, 
and reassembling it. 


4. Its price is low; it’s sold outright. 
Mr. Boos says the price is one a small 
or medium-sized dairy can absorb. 
What’s more, you pay only the origi- 
nal purchase price. 

If you would like more information 
on the Cox Filler, or a demonstration 
of the cost-cutting advantages cited by 
Mr. Boos, just send us a post card with 
your name and address. 
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The next step in the program of 
enthusiasm building was a complete 
presentation of the advertising and 
promotional program. This was neces- 
sary for two reasons. A_ successful 
sales program is made up of many 
elements but it is one program. To 
maintain that concept of oneness, to 
produce the concert of effort that 
gives the greatest results, each part 
of the sales program must be familiar 
with and understand the purpose and 
role of the other parts. There is also 
an important psychological element 
involved. When a man knows that he 
is not alone, when he understands 
that his efforts are receiving the best 
support that can be mustered, when 
he senses that he is part of a well- 
trained, well-equipped team, then his 
will to do achieves a new dimension. 
It is what the army calls “morale,” 
what the French refer to as “elan.” 
It is the stuff out of which effective 
sales campaigns are made. 

People Draw Together 

Soldiers under fire tend to draw to- 
gether in groups. It is a basic human 
instinct that the army tries to train 


out of its recruits. In the cottage 


cheese campaign the value of this in- 
stinct was recognized as an asset that 
should be exploited. When people are 
engaged in an enterprise they like to 
feel that their efforts will not go un- 
aided, that they are not alone against 
the world, that effective support is 
available. In this campaign they got 
that support. 


TV Personality on Hand 
An incident at one of the sales meet- 
ings illustrates both a technique and 
a result in this psychological condi- 
tioning process. Part of the Woebken- 
berg campaign involved 
show. 


a_ television 
A feminine T-V_ personality, 
well-known to viewers in the Cin- 
cinnati area, made the cottage cheese 
pitch. She was a part of the team but 
to most of the Woebkenberg people, 
a rather remote part. In a move that 
had a touch of genius about it the 
young lady was brought into a sales 
meeting. As she left she waved and 
said, “Don’t forget, I'll be in there 
pitching on the air.” Suddenly she was 
no longer a remote somebody in a 
television study. Suddenly she was 
one of the team; a strong, vital mem- 
ber who was lending her charm and 


her skill to the common effort. It 
was good theater. It was even bet- 
ter sales psychology. The effect was 
magnificent. 


The T-V program itself was a good 
one. It consisted of a five minute 
break in a network show’ starring 
Arlene Francis. During the break the 
local television star came on with a 
well-designed presentation that added 
up to a commercial for Woebkenberg 
But, as in all other 
phases of this remarkable campaign, 


cottage cheese. 


use of the show did not stop when 
the five minute break came to an end. 
We have already related how the star 
was brought into the sales meeting. 
The prestige of the show was used also 
in preparing grocery stores for solici- 
tation by Woebkenberg salesmen. A 
letter from the T-V station was sent 
to all grocers in the marketing area. 
The letter pointed out that Station 
WLW, whose programs reached 
38,000 T-V_ sets, was 


Tastsweet cottage cheese distributed 


advertising 


by Woebkenberg Dairy. Once again 

the idea of sales support was empha- 

sized. The grocer, even as the route 
(Please Turn to Page 121) 








STAMPED 
STEEL 


HANDLES 





STANDARD 20 QT. 
STAINLESS 


CHANNEL TYPE 
DISPENSER 20 QT. 











G Quality Suilt 
| MILK CANS 


CUP TYPE DISPENSER 20 QT. 
(WITH CAP) 


CLIP TYPE 
20 QT. DISPENSER 


PLASTIC 
CAP 





STAINLESS 
STEEL COVER 
7” DIAMETER 


PENN-MICHIGAN MANUFACTURING CORP. 


WEST LAFAYETTE, OHIO 
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How to increase your spread... 








Make your cottage cheese on a success-proven 


GUNDLACH COTTAGE CHEESE FRANCHISE 


There’s a very profitable high spread and an 
unlimited market waiting for the man with the 
right cottage cheese — like a Gundlach formu- 
lated Cottage Cheese. Our franchise holders are 
proving it every day. 


Take the case of Norbert Woebkenberg of the 
Valley View Dairy in Reading, Ohio. He was 
buying cottage cheese and moving about 2700 
pounds a month. Then a year ago Norb started 
making TAST-SWEET cheese in his plant. Today 
he’s selling 40,000 pounds a month of his own 
product, and enjoying the full spread. 


Norb’s is but one of the many exciting success 
stories we could tell. For today TAST-SWEET 
cheese is selling in over 80 market areas and is 
well on its way to national recognition. 


GUNDLACH SUCCESS-PROVEN 
COTTAGE CHEESE FRANCHISES 
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YOU CAN’T MISS WHEN YOU FOLLOW 
THE PATTERN OF SUCCESS 


With a Gundlach cottage cheese franchise you 
start with a sure-fire formula — one developed 
through years of research and consumer testing 
for maximum taste-appeal in your market. 


The finest cheese-making equipment is yours on 
a very favorable lease-purchase arrangement. 


Our expert dairy technicians visit your plant 
and instruct your people in how to make an 
excellent cheese day after day. 


Your product goes to market in an expertly de- 
signed “self-selling” carton, imprinted with your 
own company name. 


You’re provided with a thorough, coordinated 
plan of merchandising and advertising, includ- 
ing store demonstrations and home sampling. 


A Gundlach account executive conducts a “kick- 
off” sales meeting to enthuse your people and 
instruct them in successful selling methods. 
Everything is done to insure your success in 
this highly profitable cottage cheese business. 


WRITE OR PHONE FOR DETAILS TODAY 


G. P. Gundiach & Co. 
Servants to the Dairy Industry for 38 Years 


PHONE GARFIELD 1-2700 
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RIGHT 


or 


WRONG 


in 


Labor 


Can You Fire a Worker Who Said 
He Was Out Sick When He Wasn’t? 
What Happened: 


A few hours before his shift started, 
Robert Wilson phoned a couple of his 
friends at the plant. He asked them 
to report him sick that day and the 
next as he had to drive a friend to 
Washington. The foreman called Wil- 
son’s lodging to find out if he needed 
On learning that Wilson 
wasn't in, the foreman left a message 
for him to call back. The next day, 
the foreman phoned again, and again 
was told that Wilson wasn’t in and 
that he had not picked up the previ- 
ous day’s message. 


any help. 


The foreman became suspicious. He 
questioned the workers who had re- 
ported Wilson “sick” and got the 
whole story. When Wilson got back, 
he was fired. Wilson felt this was al- 
together too rough. 

i A 


proved guilty. 


He argued: 


man is innocent until he’s 


The foreman 
hasn't proved that I wasn't sick. 


2. The rule is I can’t be fired with- 
out a warning—and I didn’t get 
any warning. 

3. Other employees have done the 
same—or worse—and they 
didn’t get canned. 

The Foreman’s answer was: 

1. It’s clear that Wilson wasn’t 
sick. 

. 


2. If the worker hadn’t been found 
out, he could have collected sick 
pay he wasn’t entitled to. That’s 


dishonest. 

3. Maybe it is the custom, but 
there’s nothing in the contract 
that requires a warning notice 
before discharge. 

84 


A round-up of day-to-day in-plant problems and 
how they were handled by management men. 
Each incident is taken from a true-life grievance 
which went to arbitration. Names of some prin- 


cipals involved have been changed for obvious 
reasons. Readers who want the source or citation 
of any case may write to American Milk Review, 


92 Warren St., New York, N. Y. 


Relations 


Was The Foreman: 
RIGHT | | 


What Arbitrator 
Ruled: 
that other 


WRONG [] 


David Stowe 
“It is reasonable to conclude 
there than 
illness for Wilson’s absence. It con- 
stituted a of the sick leave 
privilege and the company had suf- 
ficient justification for taking some 
disciplinary action. The Referee finds 
no restriction in the contract that 
requires that a discharge must be 


were reasons 


misuse 


preceded by a warning. The only re- 
striction is that the discharge must be 
for just cause. Mr. Wilson’s record 
with the company is entirely clear of 
any previous indication of disciplinary 











trouble. The company had the choice 
of several degrees of disciplinary ac- 
tion which would have been less dras- 
tic for a first offense, and at the same 
time would have been severe enough 
to prevent its recurrence. While Wil- 
son twas guilty of misuse of sick leave, 
in light of his past good record and 
in light of the disciplinary actions 
taken in 
equally serious nature, the penalty of 


normally offenses of an 


discharge in this case is too severe. 
The shall Robert 


Wilson to his former position with 


company reinstate 


full seniority, but without any pay 
for time lost.” 


Can You Fire a Worker for Threat- 
ening a Foreman? 
What Happened: 


Foreman Parrish came _ into fore- 


man Brown’s department and _ asked 


to borrow an extension cord. “Sure, 

help yourself,” Brown said. “Take 

any one that isn’t being used.” 
Parrish walked over to Bill Win- 


ter’s bench and picked up an exten- 
sion cord 
“Don't 
bench!” yelled Winters, jerking the 
cord out of Parrish’s hand, “or you 


which was lying there 


you touch anything on my 


won't live to use it!” 


“Well, if that’s the way 
about it... ,” 


you feel 
said Parrish, and re- 
the cord. As walked 
off, Winter shouted an obscene four- 
letter word after him. Later that day, 
Winter was fired. 


leased Parrish 


He protested, and 
when the matter came to arbitration 

he maintained: 
1. All I did was make a mild pro- 
test habit of 


walking off with things anytime 


he felt like it. 


about Parrish’s 


2. Parrish and Brown had it in for 
me for a long time, so it wasn't 
fair to take their word against 
mine about what happened. 

3. Other workers have had fist 
fights on the job, and not been 
fired. 

The two foremen answered: 


1. That was no mild protest. Win- 
ter made such a racket that he 
attracted everybody’s attention, 
in spite of the noise of the ma- 
chinery. 

2. Winter must have a persecution 


complex. We never even dis- 
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Superior Metalware Division 


Jo H N Woop Co MPANY “ 509 Front Ave. St. Paul 3, Minn, 








WIRE CRATES for paper and glass bottles + 
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between ourselves 


before the incident. 


cussed him 


wy) 


Fighting with other workers is 
one thing. Yelling threats at a 
foreman is something else again 
and much more serious. 
Were The Foremen: 
RIGHT | | WRONG [] 
What Arbitrator Walter Boles 
Ruled: “The Arbitrator has no choice 
except to find that grievant did voice 
a threat to Mr. Parrish’s life. Threats 
of bodily harm are, of course, to be 
avoided at all times. But this is espe- 


cially so where supervisor and super- 
vised are concerned. No business 
enterprise can be expected to func- 
tion effectively if those supervised 
threaten and revile their supervisors. 
Order and discipline and productivity 
and morale disappear under such cir- 
cumstances. If it had been established 
that in other instances employees had 
been involved in equally serious inci- 
dents with supervisors and had not 
been discharged, the Arbitrator would 
have had something on which to base 
a finding of ‘discrimination.’ But the 
cases cited to support this contention 








fo save if... 


CLEAN VACUUM PANS WITH 
SOLVAY FLAKE ACE ALKALI 


Speed your cleaning operations and you'll save money—good 
reason to specify So-vay Flake Ace Alkali! Its exclusive com- 
bination of ingredients speeds the removal of milk proteins 
and fat, even under extreme hard water conditions. SOLVAY 


Flake Ace Alkali produces premium results at a practical 
price. To obtain details of the use of Flake Ace for cleaning 


pans, evaporators or other milk condensing equipment, write 
for Sotvay Service Bulletin No, 2-54. It’s yours without cost. 


SOLVAY 





PROCESS DIVISION 
ALLIED CHEMICAL & DYE CORPORATION 
61 Broadway, New York 6, N. Y. 


. BRANCH SALES OFFICES: 
Boston + Charlotte + Chicago + Cincinnati - Cleveland + Detroit . Houston 






SOLVAY 


New Orleans » New York + Philadelphia - Pittsburgh - St. Louis + Syracuse 
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involved altercations between employ. 
ees. All other things being equal, the 
threat to general discipline in a work 
situation is much less serious when 





Employee A pokes Employee B than 
when Employee C makes an unpro- 
voked attack on Supervisor D. And 
it is realistic and proper (having in 
mind the use of disciplinary action as 
a deterrent to future infractions), that 
the disciplining of Employees A and 
B for their hassle should be less se. 
vere than that of Emplovee C for 
attacking Supervisor D, or threatening 
his life, or cursing him. The griey- 
ance must be, and is herewith, de- 
nied.” 


INDUSTRY MUST SELL ITSELF TO 
ATTRACT TOP TALENT 


The dairy industry must face the 
task of “selling itself’ in order to at- 
tract and hold its quota of high cal- 
iber young men, according to Perry 
R. Elsworth, of the Milk 


Foundation. 


Industry 


Speaking before the Dairy Industry 
Conference at the University of Cali- 
fornia, he said, “It is up to the plant 
or the dairy company to make process- 
ing work interesting and rewarding 
enough to get and hold the college 
graduate. Mr. Ellsworth, who is assist- 
ant to the executive director of the 
MIF, “Industry 
greatly by either providing individual 
company scholarships or by 
contributing to scholarship funds for 
the use of the dairy manufacturing 
departments of their state universities. 


declared, can aid 


jointly 


“University curricula in dairy manu 
facturing are being changed to fit 
today’s needs. As a result of the work 
of the Education and Training Sub 
committee of the Dairy Industry 
Committee and the Educational Com 
mittee of the American Dairy Science 
Association, curricula are being de- 
signed that will do the job of pro- 
viding the training that industry 
wants to see its prospective employees 
receive.” 
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Phone Today at Our Expense! 


Telephone us today for more information on this revolutionary 
new method of packaging milk and other dairy products. 

Find out how Tetra Pak, this new concept in packaging liquids 
in polyethylene-lined paper, saves you more than $4.25 per 
thousand units (8 oz. package) in your packaging operations. 
And that includes complete packaging costs—materials, equipment, 
labor, storage—even maintenance! Tetra Pak eliminates costly 
inconvenient storage of packaging materials. Sufficient Tetra Pak 
paper for packaging 60,000 half pints can be stored in an area 
no larger than a telephone booth! Tetra Pak machines are 

now available for packaging 4 or ¥% ounce, 314 or 4 0z., 8 oz. or 
4 quart and pint units—and each, from the 8 oz. size up 
includes an automatic packer. Spare parts are also available in 
the United States through any Tetra Pak sales service office. 

For more information telephone us today at our expense. Call 
collect to Newark, New Jersey, Market 3-4630 or San Francisco, 
Sutter 1-4472. Or you may write Tetra Pak Co., Inc., 

155 Washington Street, Newark 2, N. J. or World Trade Center, 
Ferry Building, San Francisco 11, California. A Canadian office 
will be opened soon in Toronto. In the meantime, Canadian dairies 
desiring information may contact AB Tetra Pak, Lund, Sweden. 
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By R. F. HOLLAND and J. C. WHITE 


Adding Vitamins to Skim— 
How to Detect Odor in Cold Milk 


QUESTION—We expect to start 
production of modified skim milk in 
the near future. We propose to mix 
raw skim, raw whole milk, and 
an instant milk powder in a vat, 
clarify the mixture and pasteurize 
in a short-time unit. A vitamin- 
mineral mixture may be included. 
Is this system satisfactory and at 
what point would the vitamins be 
added? 

—C. K., North Carolina. 

ANSWER-The processing scheme 
that you have outlined is satisfactory 
that clarification of the milk 
should precede the addition of the 
skim-milk powder. Not being familiar 
with your plant, it is difficult to see 
how you might proceed to accomplish 
this. 


except 


Perhaps it would be necessary 
to mix your raw skim and whole milk 
in a vat, pump it through the clarifier 
into another tank, then add your skim 
powder; and after proper mixing pas- 
teurize through your high-temperature 
short-time unit. 

A number of people have attempted 
to clarify after the addition of the 
skim powder. In many instances this 
has been wholly or completely unsuc- 
cessful because the clarifier has re- 
moved a considerable portion of the 
solids incorporated by the dried prod- 
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uct. Where the run has been of con- 
siderable length, the clarifier will often 
be completely plugged. Some opera- 
tors have reported most successful in- 
corporation of the skim powder at 
temperatures of 110° to 120°F. 
These skim powders will vary consid- 
erably in the degree of dispersion of 
the particles when reconstituted and 
this is true even within the same 
brand and with instantized products 


as well. 


Under the arrangement you have 


proposed, the vitamin-mineral mix- 
tures should be incorporated in the 
mixing vat. Instructions for proper 
included with the 
products of each manufacturer and 


should be 


incorporation are 
followed as closely as 
possible. 


I am assuming that you have 
checked with your regulatory author- 
ities and are assured that the produc- 
tion and sale of modified and fortified 
skim milk is legal in your state. There 
is no question but that this is an ex- 
cellent product for the consumer and 
should be available. Some states, how- 
ever, have not legalized one or the 


other or both products up to this date. 
QUESTION—When our tank truck 


picks up milk from bulk tanks, the 
milk is so cold that undesirable 


odors are difficult to detect. Our 
driver has been told not to taste the 
milk because it is not pasteurized. 


Is there such a thing as an 
“instantaneous pasteurizer” which 
could be used under these circum- 
stances? 

—J. W., New York. 


ANSWER-It would be possible to 
construct an apparatus using a port- 
able container of propane gas and a 
metal vessel so that a sample could be 
heated very rapidly to about 155°F., 
cooled and tasted in the period nor- 
mally used to agitate the milk in the 
tank. This treatment would make the 
milk perfectly safe to drink because 
all of the pathogens would be de- 
stroyed and with reasonable stirring 
during heating cooked flavor would 
with the 


not interfere sampler’s 


judgment. 

However, this would be a cumber- 
some apparatus and would slow down 
the over-all operation in the milk 
house. We would not expect that such 
apparatus would be widely adopted 
in the industry. 

We have had fair effectiveness in 
judging milk where we remove the 
strainer hole cover of the vat and smell 
the air above the milk immediately, 
and also smell the underside of the 
cover itself. With some training an 
operator will do an excellent job of 
establishing the quality of the milk by 
this method, but it is not infallible. 

Perhaps a better system is to take 
a small sample of the milk from the 
vat and warm it slightly in a closed 
vessel, usually under the hot water 

(Please Turn to Page 113) 
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Remember how you marveled at those fragile little 
lizards that changed their color to match their surroundings? 
Packages are chameleons, too, under varied store 
lighting conditions. 
Red isn’t always red, or blue always blue, or green 
always green! 
What may look “good enough to eat” under one 
light may actually look unappetizing under another. 
And how ¢hat can affect sales! 
The right colors are so important to you and your 
products that KVP has done something about color 
selection and control that opens a whole new 





area of color appeal. 
You can’t control store lighting... but You have to see it — to believe it — and profit 
KVP can plan your package for it. by it. Write and ask for full details today. 


THE KVP compPaANY: Kalamazoo, Michigan 





SPECIALISTS IN FOOD PAPERS FOR PROTECTION AND SALES APPEAL 


PLANTS AT KALAMAZOO, MICHIGAN ¢ DEVON, PENNA, ¢ HARVEY PAPER PRODUCTS DIVISION, STURGIS, MICHIGAN 
ASSOCIATED COMPANIES: KVP COMPANY OF TEXAS, HOUSTON, TEXAS * IN CANADA: THE KVP COMPANY LTD., 
ESPANOLA, ONTARIO « APPLEFORD PAPER PRODUCTS LTD., HAMILTON, ONTARIO AND MONTREAL, QUEBEC 
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In the quiet ecffice, Mr. Lipton outlines to attentive third-graders 


how milk is made and delivered. 





Painting Machines Bright Colors, 
Using Available Printed Materials, 
Applying Sducational Techniques 
To Plant - Tour Jdeas— 


A Medium-Sized Plant Does 
A King-Sized Job of Promotion 


“Know Your Milk! 
ive nd how it is han- 
dled! 
“Sweet 
Dairy 


Clover 
extends an 
open invitation to 
visit their plant to 
see their milk being 








processed” 


This message, appearing in news- 
paper advertisements, represents a uni- 
que variation on the plant-tour idea. 
Anybody can come in at any time 
and be taken on a guided tour of the 
Sweet Clover Dairy plant at Roose- 
velt, Long Island. 

Why invite anybody in at any time 
to see the plant? “It’s bound to make 
a good impression on the public to 
know that we keep our plant in such 
good shape that we're always happy 
to have people come in and_ look 
around,” says Maurice Lipton, who 
manages the plant for Mr. and Mrs. 
C. H. Dahl, Jr. 


If this position is sound then it fol- 
lows that the tours should be set up 
in such a manner as return maximum 
benefit both to the visitors and to the 
plant. Pursuing the logic of this pre- 
mise Sweet Clover Dairy has develop- 
ed two additional variations on the 
plant tour idea. 


Perhaps the most startling of the 
ideas that Sweet Clover people have 
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By HERBERT SAAL 


applied is the practice of painting 
each machine a different color. 

None of the colors are drab. On 
the contrary, they are all bright and 
The conveyor 
are painted red; the holding tanks 
aquamarine; the homogenizer, light 


cheery. sides of the 


The plant manager ex- 
plains the workings of 
the filler and conveyor 
to the fascinated 
youngsters. 


“We have 
organized plant tours coming through 


blue; the fillers, yellow. 


here as well as the casual visitor,” 
says Mr. Lipton. “Most of the plant 
tours are made up of children in the 
first to third grades. It’s easier for the 
children to ask questions about the 
blue machine or the green tank. I 
know right away what they are talk- 
ing about.” 


An equally important reason for 
vari-colored plant machinery is that 


it makes a more attractive atmosphere 





for the people who work in the plant. 


A second important idea at the 
Sweet Clover plant is the use of read- 
ily available materials to reinforce the 
impact of the plant tour. A sample 


of the plant’s product is, of course, 
standard procedure. Mr. Lipton, how- 





ever, does not stop here. Each child 
visitor receives a Paperlynen cap such 
as plant men wear, with the Sweet 
Clover name, address, and telephone 
number printed on it. This takes care 
of the great American weakness for 
the souvenir. 

But the plant tour is more than 
merely a chance to get some free milk 
and souvenir cap. It is basically an 
educational experience. Good teach- 
ing calls for the use of appropriate 
literature to 


support the visual ex- 
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* Not to be confused with other coatings applied only once 


in glass manufacturing plants. 


FOR THE FIRST TIME you can lengthen the 
life of your bottles with a protective coating 
enolied every trip right in your plant. An en- 
tirely new process, Thatcher Nu-glas, makes 
this unprecedented protection possible. 


A product of Thatcher's continuing research 
program, the Nu-glas process installs on your 
production line, between washer and filler. 
It applies a transparent, controlled coating 
which gives your bottles complete, new 
protection every trip! 


*PATENT PENDING 


be 
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[hu-glas 


Newly developed process applies 
protective coating on bottles 


right in your plant. . . every trip! 


TRADE MARK 








The Nu-glas coating strengthens the glass 
surface guarding it against abrasions and 
scratches. The lubricity of the surface coating 
permits bottles to move more freely and 
easily on your line with fewer jam-ups and 
less downtime. Nu-glas reduces line breakage 
up to 50%, steps up production as much as 
4'2 %. Nu-glas coating gives a glossy, clean 
appearance to your bottles, prolongs the life 
of old bottles, adds longer life to new bottles. 


A free illustrated brochure describes the Nu- 
glas process . . . WRITE FOR IT TODAY. 


Thatcher Nu-glas Developed By 


) THATCHER GLASS 


® THATCHER GLASS MANUFACTURING COMPANY, INC., 
Elmira, N.Y. 


Nu-glas equipment manufactured by Cherry-Burrell 
Corporation, Chicago, Ill. 


Nu-glas equipment sold and distributed by all 
authorized Thatcher jobbers. 
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As each group leaves after the tour, 
Mr. Lipton takes motion pictures for 
Sweet Clover’s records. 


perience. A comic-style booklet put 
out by the Sealright Company en- 
titled, “Amazing But True Facts 
About Milk and Milk Protection,” is 
used for this purpose. The booklet 
explains the history of milk and de- 
scribes how milk is handled in vari- 
ous stages such as at the farm, at the 
receiving plant, and in the processing 
room. 

Teachers Get Preview 

Teachers are welcome to come 
through the plant a few days before 
their respective classes are scheduled 
to visit so that they will have a better 
idea of what to tell the children to 
expect. 

More often than not, a number of 
the youngsters 
and participate in the question period 
following the tour. Mr. Lipton has 
something special for them, too. It 
is a leaflet called, “Operation Waist- 
line” which includes low-calorie menus 
for every day in the week. Attrac- 
tively and colorfully designed, the 
leaflet was prepared and printed by 
General Mills. Sweet Clover has a 
fortified skim milk, which it markets 
under the name, STA-SLIM. 

While distributing the leaflets, Mr. 
“Ladies, I know that 
none of you needs these low-calorie 


mothers accompany 


Lipton says, 


diets, but vou may have some friends 
who would like to look at them.” 


STA-SLIM, incidentally, has turned 
out to be a very good mover for Sweet 
Clover. Starting with 400 quarts a 
dav in the spring of 1956, the dairy 
has been able to triple sales in less 
than a year. 

There are two things to notice in 
The first is the 
thinking behind their use. They are 
not simply souvenirs or samples or 


this use of materials. 


literature. They are samples and sou- 
venirs that are integrated with the 
plant tour to accomplish a specific 
purpose which a greater 
return the effort ex- 
pended. A second important fact is 


results in 
for time and 
the availability of the materials. These 
items are already in existence. Mr. 
Lipton has simply taken advantage of 
The materials 
available to the industry. Mr. and 
Mrs. Dahl and Mr. Lipton have sim- 


an opportunity , are 


ply used a little imagination and in- 
genuity in making the best use of 
them. 

Mr. Lipton’s appointment book for 
the organized tours is filled for many 
weeks in advance. “The classes and 
groups come from all 
and Suffolk counties, 
munities not served by Sweet Clover,” 
he says. 


over Nassau 


even from com- 


The children, as well as the mothers, 
show great interest in how milk is 
handled. They ask question about 
pasteurization, homogenization, trans- 
portation, the make-up of milk prod- 
ucts. 

Mr. Lipton delivers a simple, com- 
plete and understandable talk on the 
movement and processing of milk from 
farm to consumer. 


As soon as a class 
arrives at the plant, it is taken to 
the office where its members are wel- 








comed and made to feel at home by 
Mr. Lipton. He tells them, that, be- 
cause it is too noisy in the plant to 
will tell 
to about 


do much talking there, he 
them most of what he has 
the operation of the plant in the office. 
After Mr. Lipton’s talk 
through the plant where they see the 


they go 


machines he has just been talking 
about. 
Manager Knows Business 

The plant manager answers all 
questions confidently but without con- 
descension. He has put 25 years in the 
milk business since graduating from 
Farmingdale. Fourteen of those years 
were spent at Sheffield Farms Com- 
pany where he instituted the plant- 
tour program during the World Fair 
in 1939. For the past six years he 
has been managing the Sweet Clover 
plant. With this background it is no 
wonder that he can answer most of 
the questions asked of him during a 
plant tour. 

Operating since 1888, Sweet Clover 
Dairy processes 50,000 quarts of milk 
a day. The dairy owns no trucks and 
no routes. Its routes are leased to the 
drivers who own the trucks. In addi- 
tion Sweet Clover processes milk for 
other companies. The dairy is oper- 
ating at close to capacity. 

Fifty thousand quarts may not be 
an unusually large daily production, 
but Sweet Clover Dairy is a dairy 
with big. progressive, forward-look- 
The plant tours, for ex- 
ample, are run not so much for the 
immediate gain that Sweet Clover 
will derive from them, but to gener- 
ate good will for the dairy industry 
as a whole and specifically for milk 
as a nutritious, wholesome food. 


ing ideas. 


The firm runs its promotional pro- 
grams on a moderate budget, making 


(Please Turn to Page 112) 








Type A Adaptor 
with 15R Fitting End 


< 


Cleaning. 


@ End of tube must be formed 
for flare seat and holding 
nut groove. Special holding nut 
not furnished as part of adap- 
tor. 


@ Era Sanitary Tubing Adaptors made for 
1”,1%”" and 2” Tube sizes. Type B Fitting 
assembled with Elbows and Reducer 
Ends. Type C Coupler provided in sizes 
required. 


TUBING HOOKUPS 


- @ A new Simplified Easy Coupling Method for 
MANUALLY Attaching and Dismantling Sani- 
tary Tubing Hookups to Provide Thorough 





Type B Adaptor 
with 14R Fitting End 


@ Fitting made for *” wall san- 
itary tube only. Maximum 
pressure and temperature 
limitations of the tubing make 


heavy wall necessary. 


ENGINEERING RESEARCH ASSOCIATES, INC. + 3475 East Nine Mile Road + Hazel Park, Michigan 
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a. SUPER VACUUMIZER 
go 
the 
a -»+»- SOLVES ALL FLAVOR PROBLEMS 
| 
all) Chester-Jensen’s Super Vacuumizer removes from milk 
con- every kind of feed flavor or odor which can cause customer 
the complaint at various seasons of the year. Grassy flavor is a 
rom . . . 
it thing of the past; even onion and garlic are removed to the 
we a last trace. 
ant- 4 ° oe : 
ait And, in addition, Super Vacuumizer draws out of the 
: he product the air which is the cause of oxidized or “cappy” 
over flavors. Prevents short-filled bottles, too. 
> no 
t of | Super Vacuumizer does all this in the simplest manner 
ef] possible—and without causing adulteration, loss of product 
or loss of cream line. The method of employing extremely 
over | , ° . ° 
milk high vacuum is exclusive with Chester-Jensen. 
= Now, a modest investment in Super Vacuumizer gives you 
| the . 
ddi- complete control of the flavor of your product, just as pasteur- 
for) ization and improved production methods enable control of its 
per- other qualities. 
» he Write for details of the Super and other Vacuumizers in 
tion, our new Catalog Section J. 
lairy 
= THE STANDARD VACUUM Ean 
ex- 
the | . Removes the Air and Gases 
tanaed Which Cause Most Off Flavors 
ner- 
istry First practical means of. continuously. removing air 
milk and volatile off flavors from milk and cream, Chester- 
Jensen’s Standard Vacuumizer protects against short- 
pro- | filled bottles; reduces burn-on and removes air pockets 
king in plate equipment; guards against most common off 
flavors, It employs lower vacuum than the Super 
Vacuumizer and may not completely eliminate heavy 
flavors such as onion and: garlic. 
~ 
| 





Designed in strict compliance 
with Health Department and | 
U.S.P.H. Sanitary Regulations | 


and built entirely of stainless 


steel, the Super Vacuumizer is | Main Office and Factory: 
completely sanitary and easy to 5th & Tilghman Sts. J ftom 
clean; is equipped with CIP fit- | CHESTER, PA. rth “uy 


tings; includes all necessary | Branch Factory: 
accessories at one low price. PURITY DIVISION, Cattaraugus, N. Y. INCORPORATED 
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State 


By BETHUNE JONES 


From the apitols 














Seek More Consumers on Control Boards 

Kentucky Suit Would Stop Below-Cost Sales 

Bay State Governor Asks Review of All Dairy Laws 
Michigan, Minnesota, Ohio, North Dakota Get Milk Control 
Law Proposals 
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If “economy is of primary 
importance in your bottling 
operation, then your best bet 
is right here. For Mid-West 
"38" helps you cut overhead 
costs at every turn. . . lower 
cap prices .. . fast, simple 
single capping . . . minimum 
bottle leakage and breakage. 
Your regular jobber has other 
reasons, too. Ask him. 


MID-WEST 


. Belvidere, ittimuas 


. 2 
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RENEWED SURGE of interest 
A in state milk control laws js 

clearly evident in this month's 
reports from the state capitals. Eleven 
legislatures are considering legislation 
aimed at either eliminating, modifying 
or instituting milk control laws. Four 
of the states, Michigan, Indiana, North 
Dakota, and Ohio are considering the 
creation of milk control laws. In New 
Jersey the authority for retail and 
wholesale price control apparently is 
already in existence if the Directo 
of the Office of Milk Industry chooses 
to exercise it. Hearings were held in 
New Jersey early in February to gather 
evidence upon which a decision can 
be based. 


A variety of factors are at work 
creating new competitive situations of 
which the milk control discussions 
are an expression. 


ARKANSAS: 
Seek Higher Standards 


Enactment of Arkansas legislation 
setting higher standards for milk sold 
in the state was advocated by the Agri- 
culture and conservation committee of 
the State Legislative Council. 


The committee said the bill would 
require a butterfat content of at least 
3.75 percent in milk, whether pro- 
duced in Arkansas or shipped into the 
state. Labels specifying the amount of 
butterfat and whether the milk had 
been “reconstituted” from a powdered 
milk would have to be placed on the 
containers. The measure also would 
require state inspectors to check im- 
ported milk for the proper butterfat 
content. 


GEORGIA: 


Would Increase Consumer Repre- 

sentation on Control Board 

A recommendation that the number 
of consumer representatives on the 
State Milk Control Board be increased 
was included in a report submitted 
to the Georgia legislature by a joint 
legislative interim study committee. 
A change in the agency’s name to the 
Georgia Milk Commission also was 
proposed. 


The study group declared that 
continued state governmental control 
of the milk industry was “necessary 
for the orderly conduct of the dairy 
industry” and asserted that without 
such supervision “confusion, chaos, 
economic loss and damage to individ- 
ual health” would result. 
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a Equipment that pays 








Four 


North finding that L-P receiving room equipment 
i pays for itself in a surprisingly short period of 
yore time. This is accomplished by the many cost- 
seb cutting and profit-making features that have 


been engineered into the 1956 line. 
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BLENDERIZING 
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mber Sg ‘g ing representa- 
_ the tive butterfat 
eased sampling. 
itted : hee ~ 
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itt e. pd ° ° © . . . . * 7 
‘ va Without obligation an L-P engineer will explain savings which may be possible in your plant. 
Be | Write today for more complete information! 
at 
Bisse) THE LATHROP-PAULSON COMPANY 
ssary 2459 W. 48TH ST., CHICAGO 32, ILL. %& 152 W. 42ND ST., NEW YORK 18, N. Y. 
dairy 
thout 
“we DIRECT FACTORY SALES AND SERVICE FROM COAST TO COAST 
ivid- aren 
ae CASE STACKERS > CONVEYOR SYSTEMS > CAN WASHERS > CASE WASHERS > WEIGH CANS > RECEIVING TANKS 
VACUUM SAMPLERS > CREAM REJECTERS > MIKRO-SAN—The Super Can Washer Detergent 
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It found the board’s price-fixing 
tormula “fair to consumers, producers 
and distributors.” Controversy over 
price-fixing, the committee said, stem- 
med from a “marked and tragic lack 
of understanding of the dairy industry 
and its problems.” 


INDIANA: 
Milk Control Law Under Study 

A bill being studied by a committee 
of the Indiana Dairy Products Assoc- 
iation preparatory to submission to the 
state legislature would provide for 
state milk control along lines of the 
law currently in effect in Pennsylvania. 


KENTUCKY: 


Seek to Stop Sales Below Cost 

A suit seeking to force three grocery 
chains to stop alleged below-cost sales 
of milk in half-gallon containers in 
Louisville was filed in Circuit Court 
there by two Louisville dairies. 

Oscar Ewing, Inc., and Cream Top 
Creamery instituted the action against 
the Kroger Co., the Great Atlantic 
& Pacific Tea Co., and Winn-Dixie 
Louisville, Inc. 

The complaint charged the defend- 
ants “for more than two years last past 
have 


and 


consistently continuously 





MID-STATES. 


bookbinders wire for 





Quality stitching wire 
manufactured to exact 
specifications. Wrapped 
on metal throw-away 
spools for ease of han- 
dling... used without coil 
holder .. . fast feeding 
without binding or tan- 
gling. Sizes: 20 gauge 
through 23 gauge. Fin- 
ishes: Galvanized, liquor 
or tinned. 


“A containers 





MID-STATES STEEL & WIRE COMPANY 


Crawfordsville, Indiana 


Jacksonville, Florida 
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sold at retail in Louisville and in the 
Louisville milkshed milk 
for human consumption in half-gallon 
containers at less 
thereof. 


packaged 
than the cost 


Such action, the suit said, damages 
the plaintiffs in violation of state law. 
LOUISIANA: 

Mellorine Legalized By Resolution 


State Board of Health 
adopted a_ resolution 


recently 
providing for 
issuance of permits for the sale in 
Louisiana of Mellorine, frozen dessert 
vegetable oil. Both 
branches of the Louisiana legislature 
had previously approved the product. 


made from 


Louisiana thus became the twelfth 
state to legalize the production and 
sale of Mellorine. Other states per- 
mitting its sale are California, Oregon, 
Nevada, Montana, Oklahoma, 
Alabama, Arkansas, Illinois, Missouri, 


Texas and South Carolina. 


MAINE: 
Modifications to Milk Control 
Recommended 


Continuance of the state milk price 
control law, but with some changes 
and with the aim of “eventual self- 
sufficiency of the milk industry,” was 
recommended to the Maine legislature 
by the State 
Committee. 


Legislative Research 

The interim study group concluded 
“the people of Maine are 
to excessive price control regulation” 


subject 


by the milk commission, which it 
charged had “frequently disregarded 
its duties.” 

Recommendations by the commit- 
tee included: A differential between 
home delivered and store prices; unit 
price reductions for home delivered 
quantity buyers; exempting from con- 
trols producers selling milk on their 
premises; prompt dealer payments to 
producers; increasing consumer mem- 
bership on the commission from one 
to three; and exempting all nonprofit, 
private institutions from the com- 
Senator 
Clarence Parker, Sebec Republican, 


mission’s minimum prices. 
dissented from the committee report 
on the latter two points. 


MASSACHUSETTS: 


Governor Asks Review of Dairy 
Laws 
Governor Furcolo recommended 

that the Massachusetts legislature “re- 

view all laws pertaining to the milk 

and then with a 


industry legislate 
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nthe view to protecting the dairy farmer 
milk and the consumer, and letting the 
Fallon dairies and dealers enjoy benefits of 
cost reasonable competition without artifi o/s *s 
} cial devices or regulations intended to he 
nages protect ‘middlemen’ at the expense — -* »\ S~ THA N A 
» law. of others.” ‘. 2 >\ 
“Bitter experience has taught every- 
. one in the nation that the dairy farmer 
ution | must be protected and that legislation 3 0 N U S | 
ently | and administrative regulations are nec- * 
5 for essary in order to guarantee the prices 
le in milk producers must receive. 
ae “We should closely scrutinize the 
variety of laws and regulations that 
— are made under the guise of being Here’s a Lesson 
sr ‘ necessary to sanitation or marketing. in Profits... 
— “It is literally an ‘Alice in Wonder- Secure Profits! 
i land’ hodgepodge covering a maze of 
Lani local, state and federal laws, regula- 
— tions, rulings and informal understand- 
ae ings; many have no basis in logic, 
mies. j economics, sanitation or marketing 
procedure. Some are patently artificial 
restrictions intended solely to keep 
trol competing milk out of certain areas, That's What Milkmen 
or to prevent competition, or to guar- Say About Home 
price antee profits to certain non-farme1 Delivery Merced 
inges } interests. 
self. “Nothing should interfere with the 7 ee ; 
" was needed protection of the dairy farmer, ° . ian aria tate 
ature with reasonable sanitary rules. and Wondering how your routemen would feel about ice cream delivery? 
arch | wth measures intended to stabilze | J eres whet the drivers atone Kartell conned icy rene“ 
the vital and important dairy industry. meet the customer to deliver ice cream!”—‘“I’m getting new customers. 
uded However, our laws and _ regulations Housewives like this extra service!” 
bject should not include unnecessary and Your drivers will be equally enthusiastic when you show them how Kari- 
tion” restrictive regulations that are cal- Kold can mean more sales and more take-home pay for them. 
hit culated solely to prevent competition. Kari-Kold shows you how it’s done in a complete and 
wdied Such measures do not help the dairy factual booklet that covers most all the questions any 
farmer and they hurt the consumer. management must face in making a major decision on 
: increasing sales volume and profits. 
amit- “Incidently, I am not talking about 
ween the legislation that forbids dealers to f GET THIS INFORMATIVE BOOKLET TODAY! 
unit 4} sell milk below cost. That legislation _ — 
vered needs to be clarified to make cer- N\ It's yours——FREE—courtesy of Kari-Kold . . . 
con- tain that the enforcing governmental 
their agency cannot misinterpret or distort 
ts to the obvious meaning of words, or vio- 
nem- late either the letter or the spirit of 
one the law. 
rot, | MICHIGAN: 
esse Will Introduce Milk Control Bill 
— Plans to introduce a milk market- 
eport | ing control bill in the Michigan legis 
lature were announced by Senator 
j B. J. Storey, Belding Republican. 
balay _ Backed _by the Michigan Dairy 
Farmers Federation, the bill would 
establish local option to have milk 
nded marketing regulations in areas of the 
a the state which want them. 
milk 
th a “This is a good fair trade bill,” 219 Scribner Ave., N.W. * Grand Rapids 4, Mich. 
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Storey declared. “It will help prevent 
repetition of the riots and upheaval 
we had last spring.” 

As explained by Dwight Snyder, 
the bill would be 


administered by the State Department 


federation secretary, 


of Agriculture, which would set up 
Each 
area would have an advisory commit- 
tee composed of three producers, 
three distributors and three consumers. 


Milk marketing orders could be 
issued for a marketing area which 
would fix minimum producer, whole- 
sale and retail prices for all dairy 
products. 


marketing areas in the state. 


Unfair trade practices also 
would be regulated. 

Snyder explained the act would be 
self-financing, producing $60,000 an- 
nually in fees from milk dealers, plus 
assessments, under marketing orders. 
other Michigan 
Detroit’s Common Council re- 


Among develop- 
ments, 
jected a proposal to repeal the city’s 
milk-dating ordinance. 


MINNESOTA: 
Milk-House Regulations Drafted 


milk house bill to 
apply to all Minnesota dairy farmers 


A compromise 


who sell whole milk but excluding 
those selling separate cream, was pre- 
pared for introduction in the Minne- 
sota legislature with the backing of 
leading state dairy organizations. 

The proposed legislation is aimed 
at raising the quality of Minnesota 
butter and other factory dairy prod- 
ucts for effective competition 
with those from Wisconsin and other 
states with such laws. 


more 


It would give farmers not now hav- 
ing milk houses three years in which 
to install facilities for clean handling 
and rapid refrigeration of milk. 
would authorize the 
agriculture commissioner 


The measure 
state to es- 
tablish standards and specifications for 
Milk houses 
already are required of all Minnesota 


A milk for 


milk house construction. 


farmers producing Grade 
drinking. 
NEW HAMPSHIRE: 
Repeal of Milk Control Proposed 
A bill to repeal the state milk price 
control law was 
New Hampshire 
ator B. C. 


Long a foe of milk controls, 
contended the law 


introduced in the 
legislature by Sen- 
Adams of Derry. 

Adams 
should be abol- 


ished because its “operation has been 
unsatisfactory to the great 
of consumers and dairy 


NEW JERSEY: 
Hearings on Retail and Wholesale 
Milk Prices 
Director Floyd R. Hoffman of the 
New Office of Milk Industry 
scheduled a public hearing February 
4 in Trenton on retail and wholesale 
milk prices, including the 
phases: 


majority 
farmers.” 


Jersey 


following 


Milk sold at the farm by producer- 
dealers to milk sold at 
dealer's processing plant to consum 


ers; methods and 


consumers; 


recommendations 
for pricing quantity discounts on home 
delivery milk; pricing to sub-dealers 
with recommendations for quantity 
discounts; store price differentials; and 
pricing milk for bulk 
pickup. 


NORTH CAROLINA: 
Defer Action on Multi-Vitamin 
Whole Milk 
Amendments to dairy industry regu- 
lations adopted by the North Carolina 
State Board of Agriculture 
A definition of “creamed cottage” 
cheese which provides for a minimum 


holding tank 


included: 
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" This Machine Makes 400 Lbs. of 
e velve * Perfect Patties Hourly at Low Cost 
& e 
# & 
- icecream : 
7 7 
Make velvety ice cream with non- 
& fat dry milk. = 
a” Increase serum solids content. ’ 
Ice cream men agree—that’s what 
e makes smooth textured, creamy ice bd 
e cream. e 
Use nonfat dry milk to standard- 
e ize your formula at optimum serum e 
° solids content for smoothest ice e 
cream. 
a ’ : * 
__ It's dependable. Always uniform Doering “400” PATTY-PRINT and Power Tub Butter 
© in quality. Always available. * Cutter in use at Miami Dairy Prod. Co., Dayton, O. 
° Tk * One Operator Handles the Entire Output 
e SHARPLY SEPARATED PATTIES e ACCURATE WEIGHTS 
e 
e nontat dr \ mii e MADE OF SANITARY, STURDY STAINLESS METALS 
a fe e SMALL OPERATING AND MAINTENANCE COSTS 
® Get the facts. Write: Dept. A-3 e Cc. DOERING & SON, Inc. 
1375 W. Lake Street és CHICAGO 7, ILLINOIS 
* AMERICAN DRY MILK INSTITUTE, INC. ye 
221 North LaSalle Street * Chicago |, lilinois D 0) E R ] N G 
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of four percent milk fat in the product; 
been ° . 
onit a requirement that plans must be — 
0 . 
— submitted to the state agriculture In dairies today... 
commissioner before construction or 
} extensive alteration of ice cream or it pays fo take o 
sale frozen dessert establishments; provi- 
sions for the condemnation of worn- 
Y the out equipment for making frozen 
ustry desserts; and the licensing of milk 
‘uary samplers. 
esale Action was deferred by the board 
wing on proposals to permit by regulatory 
| definition the sale of multi-vitamin at weighing! 
icer- whole milk or “fortified” skim milk, | 
dat after considerable controversy devel- 
sum- | oped in a public hearing to consider 
ions standards for such products. The 
ome } board voted to name a committee 
alers of representatives of the dairy in 
ntity dustry, health officials and the State 
and Agriculture Department to confer 
tank on the issue and present subsequent 
recommendations. 
| 
: NORTH DAKOTA: 
ymin 
Would Create State Milk Control 
Board 
‘egu- 
olina Creation of a State Milk Control 
ded: Board was proposed by a bill intro- 
4.”  } duced in the North Dakota legislature. ‘ 
age . which do you have... 
mum Rep. A. J. Anderson of Cass, one 
ot the sponsors, said the measure is 
aimed primarily at adjusting prices on isolated scales ...ora modern 
raw milk so producers will receive . ‘ 
more of what they term their fair weighing system to control your costs? 
' share. There is no intent, he said, of 
raising prices for the consumer. P P 
/ The dairy industry is under pressure . . . to reduce costs... 
Purpose of the bill, according to raise efficiency. And managements today see weighing in a 
Anderson, is to correct what he called new perspective—not as isolated scales, but as a vital element 
a large differential between what the in the overall cost-control system. This means the right scales 
producers receive and the retail price in the right places . . . to supply basic accounting records of 
of milk. materials received, processed, shipped, transferred. 
Anderson said the bill would give Weight records directly affect costs, inventory control and 
producers a voice in what price they customer billings. Weights must be right the first time. 
h ; a. ; Whether discovered or not, weighing errors can lead to losses 
should receive for milk and it would . . 
; 2 in profits and customer good-will. 
correct some practices they believe 
are taking place. Among these prac- To assist you with your ‘‘weight control’ problems, Toledo 
tices, he said. is the belief that some offers the choice of a complete line of models, plus the ex- 
milk that doesn’t meet Grade A stand- a and services of factory-trained representatives con- 
ards is going into bottles for consump- ae a vo 
tion instead of being used as surplus 
milk for manufacturing purposes. 
P — a eo NEW TOLEDO WEIGHT FACT KIT... Shows you the job your scales 
ile i ' , are now doing! This new Toledo Weight Fact Kit 
said, is to make prices more uniform will help you determine how well your scales measure 
S 1 the state’s different milk marketing up as a weighing system—show you if any scales are 
L - “misfits” in capacity, application or location—help 
‘ areas. . Ps A $ ° Pi 
) you detect weighing inefficiencies that drain off profits. 
Under the bill, the producer and It’s free—no obligation! So be sure to request yours. 
2 — ; al NP a Address Toledo Scale Co., 1406 Telegraph Rd., 
; Processor would each pay a half a Toledo 1, Ohio. 
cent for each 100 pounds of fluid milk ® 
sold, with a producer-processor pay- ® 
"\a ing 1 cent per hundredweight as a i oO i x Dd oO 
license f 
—— HEADQUARTERS FOR SCALES 
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important 
advancement 





PUMP ASSEMBLY 





in constant speed 
truck refrigeration 


Kone-Freex CRI@ WI... 


(Patents Pending) 


Here is a real achievement in truck refrigera- 
tion. Here is a simple, compact, low-cost system 
of truck refrigeration, weighing only 446 
pounds, that delivers constant refrigeration at 
varied engine speeds. It delivers continuous re- 
frigeration and high-speed pull down on the 


route. 


Because of the simplicity of the new drive unit, 
the revolutionary Ram-jet condenser and the 
Turbo-jet blower evaporator, the Kold-Trux 
CROWN Series costs less to buy, less to install, 
less to operate, less to maintain and gives more 
refrigeration, more pay load and more profits. 
Remember, it’s pounds lighter, too! 


For more details on this important advancement 
in constant speed truck refrigeration, write to- 
day. Find out now how it can help you. 


Analyzing your needs 


The variety of truck plates plus the 
wide, wide range of mechanical refrig- 
eration systems permits Kold-Hold to 
provide you truck refrigeration tailored 
to your needs. Make Kold-Hold your 
headquarters for truck refrigeration. 


KOLD-HotiDb® Tranter Mfg., inc. 


210 E. Hazel St., LANSING 4, MICHIGAN 





division 
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LAWSON BUILDS CHAIN STORE EMPIRE 
ON GALLON JUG 


The number of stores operated by the Lawson Milk 
Company of Akron, Ohio, reached a new high with the 


opening of the 130th outlet at Brunswick, Ohio, in Janu. | 


ary. It features self-service facilities plus ample parking, 


The Lawson firm, originator of the gallon jug plan 
of milk distribution, now operates 67 stores in the Akron 
district, 49 in the Cleveland district and 14 in the Canton 
district. Thirty of the new stores have been started in 
the past two years, a rapid expansion attributed by the 
company to the high degree of public acceptance of 
the gallon jug distribution plan. 


Lawson claims that because of its economical method 
of distribution, Akron, Canton, and Cleveland §area- 
consumer-milk prices remain among the lowest in the 
nation, while producers in the Akron and Cleveland area 
receive higher prices per hundredweight for fresh milk 
than those received in the Chicago New York 
dairy markets. 


and 


The Lawson stores sell not only a complete line of 
dairy products but also baked goods, candy, luncheon 
meats and staple groceries. 


NEWCOMERS TO SALES AREA SOLICITED 
BY MAIL BEFORE MOVING 
Fins AND CONSUMERS DAIRY of Morris. 


town, New Jersey, goes after new customers even 
before they move out of their old homes into the 
dairy’s sales area. 


Farmers and Consumers has an efficient system for 
finding out when new leases or contracts to buy homes 
are signed. It also finds out the present address of the 
propective customer and long before she moves sends her 
a letter welcoming her to the new neighborhood and 
explaining the quality of Farmers and Consumers prod- 
ucts and service. 


With the letter goes a glossy, four-color postcard 
showing a picture of the magnificent processing plant 
set in the rolling New Jersey hills. The back of the card 
is an order blank listing the full line of Farmers and Con- 
sumers products with a space next to each allowing the 
customer to indicate how much of each she wants. 


The postcard, itself, is a convenience to the con- 
sumer because it is self-addressed and because the post- 
age will be paid by the dairy. 


The cards are also distributed by route salesmen, 
other members of the sales force, and at the milk bar 
run by the company at the plant. 


Michael J. Moran, president, finds the postcard pro- 
gram highly satisfactory. Twenty thousand cards have 
been distributed in two and a half years and have brought 
nearly a four-percent return. 


Farmers and Consumers processes 25,000 quarts a 
day which are sold through 30 retail routes, 14 sub-dealer 
routes and three wholesale 
counties. 


routes in six New 
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FIVE HEAVY FOOD ADVERTISERS PLEDGE 
SUPPORT TO JUNE DAIRY MONTH 


Five leading advertisers in the food field have pledged 
merchandising and advertising support to the annual 
June Dairy Month promotion, it was announced at the 
Chicago headquarters of the American Dairy Association. 


The five are: Campbell's Soup Company, General 
Foods Corporation, General Mills, Inc., National Biscuit 
Company, and Quaker Oats Company. Each is developing 
plans for the use of its own advertising and promotional 
facilities to promote June Dairy Month. The American 
Dairy Association’s “Disneyland” television program and 





Officials of the food companies who will cooperate in the 
promotion of June Dairy Month: William R. Proctor, brand 
manager, Log Cabin Syrup, General Foods; Howard Wilson, 
sales promotion manager, National Biscuit Company; Harold 


Klingensmith, sales manager, Aunt Jemima Division, The 
Quaker Oats Company, William Hackenberg, general promo- 
tion manager, Campbell Soup Company; John Odell, account 
supervisor, Aunt Jemima Division of the Quaker Oats Com- 
pany; Donald Coleman, advertising manager, American Dairy 
Association; Charles Adams, merchandising manager, Bisquick, 
General Mills; Robert Haynes, brand manager, Jell-O Instant 
Puddings, General Foods. 


magazine advertising will be augmented during the month 
by advertising in an extended list of metropolitan papers. 


“This year,” said M. J. Framberger, general manager 
of the American Dairy Association, “the buying public 
is going to know that June’s Best Buys are Dairy Foods 
from one end of the country to the other.” 


For years a traditional part of the dairy industry's 
yearly publicity and public relations activity, the June 
Dairy Month planned program began to expand in 1955 to 
include more direct and specific merchandising efforts, 
with the American Dairy Association serving as the coor- 
dinating organization. What had been regarded as a 
valuable means of institutional promotion for the industry 
as a whole began to emerge as a means of accomplishing 
important sales and marketing impact for the processors 
and distributors and an effective operation to gain unprece- 
dented product movement at retail on the whole range of 
dairy products. 

State, regional and county dairy organizations, pro- 
ducers and dealers and suppliers of dairy firms are 
expanding their activities in connection with June Dairy 
Month. 
of milk and milk products is reflected in a greater inter- 


A greater year-round interest in the promotion 


est in the one month when the industry puts on its big 
sales push. 
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KOLD-HOLD 


hold-over plates 


Refrigerate efficiently 
to cut 
milk delivery costs: 


Chal Sas ecto Dene hdvan:hOe 


low cost! 
no maintenance! 





SAVE on ice and labor 
Eutectic-filled Kold-Hold Hold-Over plates bring you 
substantial savings by eliminating the cost of making 
and handling wet ice, and save plant space and main- 
tenance of ice-making machinery. 


SAVE on down-grading of milk 


More complete and more uniform product protection 
keeps milk sweet and salable longer, saves losses from 
marginal refrigeration. 


EXTRA cooler room —less handling 


Direct loading from bottling station to truck saves 
cooler room, double handling. Unloading and reload- 
ing of returns are eliminated, too. 


SAVE damage to trucks, cases, milk 


Eliminating wet ice moisture saves rust and rotting of 
metal and wooden cases and truck body parts. Pre- 
vents excessive carton handling that causes “leakers.” 


Analyzing your needs 


The variety of truck plates plus the 
wide, wide range of mechanical refrig- 
eration systems permits Kold-Hold to 
provide you truck refrigeration tailored 
to your needs. Make Kold-Hold your 
headquarters for truck refrigeration. 


KOLD “HOLD” Tranter Mfg., inc. 


210 E. Hazel St., LANSING 4, MICHIGAN 
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HE IMPACT OF THE CONTINUING population 
ic on the consumption of milk and milk products 
was the major theme at the National Dairy Council's 
Winter Conference-Annual Meeting at Omaha, Nebraska. 


A tentative conclusion to be drawn from a close 
study of the speeches suggests that the teen-ager holds 
the key to the future prosperity of the milk business. The 
teen-ager forms habits and attitudes, influenced by his 
parents, teachers, his peers, by exposure to newspapers, 
magazines, books, radio, television, and movies. He is 
important to the milk industry because of his present 
status as a consumer, because he is the adult consumer 
of tomorrow, and because the teen-ager, as the mother 
and father of tomorrow’s children, will be responsible for 
the proper diet of these children. The teen-ager’s habits 
and attitudes toward milk, therefore, are of the utmost 
significance to the industry. 


Lester Rand, president of the Youth Research Insti- 
tute, gave the results of a survey among boys and girls 
aged 11 through 18, conducted for the National Dairy 
Council by his organization. He said, “Young people do 
not stop drinking milk when they reach their teen years. 
They do, however, apply brakes to the amount consumed. 


“Ninety-four percent of all boys and girls, our study 
indicates, drink milk. There is a comparatively slow 
descent in milk drinking as the youngsters advance from 
their pre-teenhood to the 17-18 year old stage. Ninety- 
eight percent of the 11-13 year old group drink milk, a 
figure which falls to 94 percent among the 14-16’s and 
90 percent in the 17-18 year old bracket. 


“There is also no sharply significant difference among 
age groups as far as liking milk is concerned. Ninety-two 
percent of the 11-13 year olds claim to like milk and 
88 percent still like it when they reach 17-18. 


“Eighty-three percent of all those interviewed feel 
that milk is as important nutritionally to a teen-ager as 
it is to someone under 10 years old. 


New Ideas, New Concepts 

“Despite this apparent receptivity to milk, there are 
sub-surface rumblings. As boys and girls prepare to turn 
the corner into their teen years, they are infected by new 
ideas and concepts relating to themselves. They are en- 
countering new freedoms and are anxious to exercise 
newly vested powers. As we know, this causes all kinds 
of changes, including additions to the dietary regimen 
featuring hot dogs, french fries, pizza pies, etc.” 


Mr. Rand listed a prosperous economy, parental 
apathy and international tensions as broad generalized 
reasons for altering the environment in which young peo- 
ple are raised and being instrumental factors in shaping 
their attitudes and behavior. 


“The teen-ager is not the complex individual he is 
made out to be. It is the adult failure to understand his 
revised thinking that makes him appear a riddle to grown- 
ups who consider their own teen years as a sort of norm 
from which there should be no deviations,” he said. 


One way to get to the teen-ager is through the 
teacher. E. C. Stimbert, assistant superintendent of 
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National Dairy Council Hears: 


Teen-Agers Attituder,, 
Affect Futurep,, 


schools, Memphis, Tennessee, suggested some ways in | 


which the flow of information from Council to School | 


, | conc 

Teacher to Teen-ager could be more properly channeled. 

He declared there were four facts that needed to be known. | ™4" 
fact 


“Fact 1: An understanding of materials — prepared | 1, © 
by you — used by us. School personnel is indeed grateful 


stat 
that there is such a wealth of free materials available labe 
for various courses and projects.” Pia 


“Fact 2: A greater awareness of the relationship of | % 5 
schools and communities is definitely needed.” 


“Fact 3: In any educational pursuit —if ideas are | Con 


to change minds —the maturation of children must be abil 

studied and understood.” are 

The 

Elaborating on this point, Superintendent Stimbert | {,, 
reviewed the changes in eating habits that take place in 
the child from the 10th year on to the 16th and the gen- 

eral causes for those changes. tod 

cor 

“Any program that does not take into account basic | the 

characteristics of age and group is doomed to failure,” | (yj 

he asserted. in 
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“Fact 4: Groups such as yours (NDC) must not only 
use us (teachers), but be dynamically and energetically 
supporting the cause of public education, including higher 
education.” He said that industry, including the dairy 
industry should help to overcome the shortage of teachers 
and the shortage of money available for teachers’ salaries. 


Nature of the Population 


A third speaker, Omer W. Herrmann, deputy admin- 
jstrator, Agricultural Marketing Service, U. S. Depart- 
ment of Agriculture, said, “Another characteristic of our 
population has tended to increase the average rate of 
milk consumption in recent years. This is the fact that 
more of our population is now counted in the under-15 
age group. Studies of consumption by age groups in 
1953 in Birmingham showed that persons under 15 con- 
sumed about twice as much milk as those 15 and over. 
In Indianapolis the ratio was even higher. Persons in the 
‘under-15’ group in that city consumed nearly three times 
as much milk as those 15 and over. From 1950 to 1956, 
the percentage of the U. S. population in the under-15 
age group rose from 27 to 30 percent. 


“The increased numbers of these hearty milk drinks 
have been a factor in bringing about larger total sales. 
Milk-drinking by teen-agers and adults is more a matter 
of choice than it is in the earlier years when habit and 
parental supervision are important.” 
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Prosperity of Industry 


The economic position of the population today is 
conducive to a greater volume of milk sales. Mr. Herr- 
mann said that the average hourly wage enabled the 
factory worker to buy only 6.8 quarts of milk in 1950. 
In 1956 he could buy 8.2 quarts. This probably under- 
states the actual increase in the purchasing power of 
labor because the price of milk in this instance is quoted 
for the single quart. There has been a considerable shift 
to sales in multiple quarts. 


Mr. Herrmann said, “Changes in the numbers of 
consumers, their buying habits, their preferences, their 
ability and willingness to buy at prevailing prices — those 
are the principal factors affecting fluid milk consumption. 
The same factors affect consumption of milk in other 
forms, (cheese, butter, ice cream) but with varying effects.” 


He concluded, “Commercial sales are affected largely 
today by the element of choice which determines what 
consumers will buy. It is in this matter of choice that 
the dairy industry can influence its own destiny . . . You 
(NDC) can influence the choices which consumers make 
in the selection of things they buy. You can build the 
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our services, 


To our host of customers and 
friends we say “thank you” for 
the business and goodwill which 
has contributed so richly to our 
growth and the expansion of 








KLENZADE 
ANNIVERSARY HIGHLIGHTS 


Mtiailion: } 
Cleaning 


KLENZ-SPRAY UNITS 


for storage tanks. The 
most practical and perfect- 
ly engineered cleaning 
system yet developed. 
Custom-designed for each 
individual installation. An 


SPRAY ARMS 


Job-engineered for auto- 
mation pan and evapo- 
rator cleaning. Pan re- 
mains inoperative through- 
out cleaning cycle thus 
saving operator's time and 
eliminating “burn-on" of 





outstanding Klenzade 
“first.” cleaning solution. 
ROTOR-JET 


for cleaning bulk pick-up 
tanks. Does a thorough 
cleaning job in only min- 
utes per tank. Complete- 
ly automatic or, without 


program timer, for manval 


control. 





“FIRST IN CLEANING CHEMICALS" 


CIP CLEANING 


Re-Circulating unit for 
cleaning high temperature 
equipment and other 
cleaned-in-place opera- 
tions with automatic tem- 
perature control. Portable 
solution tank with pump 
and conveniegst connec- 
tions. Also available for 
permanent installation. 
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DAMP-TEX 
IS 
STAYING 
AHEAD OF 
THE FIELD 










ae 


Paint experts know why Damp-Tex costs less per paint- 0d 
ing. They know that 15 years of field development in 
over 10,000 plants has made Damp-Tex America’s out- 
standing wet surface enamel for economy and satis- 
faction. Here are some of the many advantages of the 
Damp-Tex system: (1) skillful analysis of your problem; 
(2) proper recommendations for surface preparation; 
(3) one coat coverage; (4) overnight drying; (5) freedom 
from flavor tainting odor; (6) elimination of rot, rust, 
bacteria and fungus; (7) an assortment of popular colors 
and non-yellowing white; (8) freedom from chalking, 
peeling, sagging, and softening; (9) resistance to alkali 
and acids; (10) pre-treatment against fungus. 


For an Analysis of your Paint Problem, Phone or Wire 
(\ Steelcote. 











ries to 75% of the \* 
hardness of glass. !t — - 
brittle. Super resistant to : : 
cold alkali, acids, salts, : ; 

heated steam and boiling 
je To test Epo-Lux in your 
end for free sample. 


Epo-Lu x d 


water. 
plant, Ss 


Be: q 


\NQUID PORCELAIN. LiKe : , 
DAMP-TEX ror 
° WET. 


RY SURFA 









Write Dept. E 
In Canada: Steelcote Mfg. Co. of Canada, Ltd., Rodney, Ontario 
THE CREAMERY PACKAGE MFG. CO., 1243 W. Washington Blvd., Chicago 


National Dist. of Damp-Tex Products to the Dairy Industry 
Canadian Office: 267 King St., W., Toronto 2, Ontario 
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habit of drinking milk; an appreciation of butter’s flavor; 
and a consciousness of the part cheese plays in relieving 
menu monotony. It is the sales-building programs of 
organizations such as the National Dairy Council which 
are shaping the next chapter on consumption of dairy 
products in the United States.” 


As the population expands, there will also be a con- 
tinuing expansion and evolution of method and technique 
of extracting more and better milk from fewer cows. 
transporting it to the processor, who does what he has 
to do to it with new and improved machinery, then dis- 
tributes it to his customers in a vehicle that we cannot 
envision today, but we can be sure it will be faster and 
better than what we have now. 


Big Changes Ahead 

Dr. J. Carroll Bottun, assistant head, Agricultural 
Economics at Purdue University, said, “. . . in dairying we 
will have an expanding market. Production per cow will 
increase. The number of dairy farms will decrease. Dairy- 
ing will become a major enterprise on a higher propor- 
tion of the farms and less milk will be produced from 
by-product labor and by-product feeds. Milk production 
will tend to come more from the areas with the economic 
production advantages. It will tend to be shipped farther 
and prices will become more uniform from area to area 
except for transportation differentials. We will increase 
the number of 
products.” 


ready-to-consume foods 


using dairy 
With the prospect of production staying ahead of 
consumption, it would seem that all parts of the dairy 
industry, farmers and processors alike, must engage in a 
cooperative, intelligently directed, national effort to keep 
the gap between 
widening. 


consumption and _ production from 


It would seem from the tenor of the speeches quoted 
that the most likely target for dairy industry newspaper, 
television, radio and magazine ads is the teen-ager. 


SAYS CUSTOMERS DO NOT KNOW DAIRY 
INDUSTRY 


“Does the customer know your product?” 


“No,” says Kenneth L. Vail, industrial sales manager 
of the Rochester, Minnesota, Dairy Cooperative. And 
what’s more, says Mr. Vail, it’s the dealer’s fault. In a 
speech at the annual convention of the Minnesota Milk 
Council, Mr. Vail declared, “We of the dairy industry 
have gone along all these years smug and complacent 
in the knowledge that we have for sale the world’s finest 
food, but we have failed miserably in telling the consumer 
about it, the people who are our bread and butter.” 


He asserted that the dairy dealers, individually or in 
groups, have not done nearly enough to bring to the 
public’s attention the historic role of milk and milk prod- 
ucts, its nutritive value, and the technological advances 
that have made milk more available in greater quantities 
and in a greater number of forms in the past 10 years 
than in all the years that preceded. 


Education is essential, he contends; but it must be 
aimed at the teen-age youths and adults of our country 
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who do not drink enough milk. The channels through 
which this education can be funneled are home eco- 
nomics teachers, home demonstration agents, dietitians 
and people who conduct cooking schools. The industry 
should get behind the people engaged in those im- 
portant tasks and encourage them. They should be pro- 
vided with all the information they need. In the 
economic field for example, the fact should be brought 
out that the dairy industry provides employment for one 
out of every 15 people in the United States. Or that a 
quart of milk costs only seven minutes of the average 
worker’s time while it cost 11 minutes of his time in 1940. 


Mr. Vail felt that the work of the ADA, the NDC, 
the American Butter Institute are sign posts that should 
be followed by the industry to educate the public. 


NOW HEAR THIS! 


(Continued from Page 17) 


~ 


Dear Mr. Myrick: 


I read with great interest your article “The Dairy 
Industry Must Act” beginning on page 26 of your January 


issue. 

I thought you might be interested to know that the 
Dairymen’s League has been following this matter closely 
and recently issued a memorandum to its key executives 
which contains a brief explanation of the problem and 
quotes some sample material that has appeared in the 
public press on the subject of Strontium-90. A copy of 
this memorandum is attached for your information. 


Very cordially yours, 
Bruce V. Snow 
Asst. Manager, Public Relations 


—— () —— 


Dear Mr. Myrick: 


In the January issue of the American Milk Review 
under the feature article, “From the State Capitols” 
by Bethune Jones, reference was made to the Kansas 
Farm Bureau adopting resolutions toward improving 
the dairy laws in that State. We, 
are very interested in their approach to a solution to 
the problems that are identical to this State. 


here in Colorado, 


Will you please refer this letter to the proper 
officials of that organization so that we may secure 
additional information? 


We wish to congratulate you on your fine magazine 
as it is definitely 
concise information to those of us engaged in 
regulatory field. 


an asset to the industry in giving 
the 
Keep up the good work! 


Sincerely yours, 


Colorado 


There appears to be a new surge of interest 
in legislation affecting the dairy industry all across 
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All vending studies show beyond 
question the popularity of chocolate 
milk. Fact is, you can’t have a success- 
ful vending program unless you offer 


chocolate in the machines. 


And Forbes is the PLUS factor that 
will help to increase your vending 


machine sales. 





We have been supplying quality 
CHOCOLATE DAIRY POWDER 


dairies for many years. It’s reasonable 


to 


in cost and delicious. Write for your 
free sample now, or better still, send 


us a trial order. 








The BENJAMIN P. FORBES CO. 


2000 WEST 14th ST. 


@ CLEVELAND 13, OHIO 
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0 cents 





(anywhere in the U.S.A.) 





IT Dairy Boy 
Junior 





1 This little dairy case gets your milk the best 
location in retail stores without tying up your 
capital ! 


2 You can rent one or a hundred. There is no red 
tape. No extra charges. 40 cents a day is all 
you pay. 


3 The case is delivered to your warehouse — 
freight prepaid. It’s ready to use when you install 
it. Just plug it in and it starts making money for 
you at once. 


4 There is one condition: the case must be rented 
for six months. 


If you want fast action — write, wire 
or call us today ! 


Case and # Cooler Company 


Bally, Pennsylvania 
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the country. We have an excellent article in the 
making on the subject. We will keep you posted, 


Dear Mr. Myrick: 


Belatedly, I wish to compliment you on the splendid 
article carried in the April issue of your journal entitled, 
The Tools of Personnel Selection. This is certainly an 
outstanding piece of work and is one of the best I have 
seen on that subject. I would say that it ought to be 
required reading of every sales manager and personne] 
supervisor in every dairy plant in the country. I have 
just one further suggestion. Would it be possible for 
you to give us an article of similar caliber for the 
selection of general plant personnel. I realize that many, 
if not most, of the principles discussed in the above 
article would apply to all personnel. I do feel that there 
is, nevertheless, justification for a paper such as I have 
just indicated. 


With best regards, 
Yours sincerely, 


Kentucky 


“The Tools of Personnel Selection” by Thorington 
B. Robertson, ranks with our story “Nightmare In 
Rhode Island” as one of the best articles that we 
have published. If you missed “The Tools of Personnel 
Selection” we suggest that you dig out the April issue 
of the “American Milk Review” and read it now. It 
will be well worth your while. We have available 
at a nominal charge some of the forms that Mr. 
Robertson mentions. Incidentally, Mr. Robertson be- 
gins a new series of articles in this issue. They are 
entitled “Some Fundamentals of Organization.” Their 
purpose is to explore and review the basic elements 
in the management function. 


Dear Sir: 


Some milk dealers in our area have been thinking 
along the same lines as that covered in your feature, 
“Handling the Donation Problem,” concerning the Stark 
County Dairy Products Association, and we have read 
this exclusive feature, which is most interesting. 


Would it be possible for you to either furnish us with 
some additional information, such as organization, me- 
chanics of the workings of the program and how the indi- 
vidual dairy firms regarded the program in relation to 
savings, results, etc.—or, if you cannot furnish us with this 
additional information, could you furnish us with the 
address of Mr. Lee Cavitt of the Stark County Dairy 
Association? 


Further, can you advise us of other dairy-industry 
organizations using such a program? 


We shall look forward to hearing from you, and 
thank you for your cooperation. 


Yours very truly, 


Pennsylvania 


American Milk Review 
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“Handling the Donation Problem” appeared in 
our November 1956 issue. It is a good solution to an 
irritating but important problem. Lee Cavitt, able 
and imaginative secretary of the Stark County Dairy 
Products Association, is its creator and director. Mr. 
Cavitt's address is: 


Stark County Dairy Products Association 
1716 Dillon Place, N.E. 
Canton, Ohio 


Gentlemen: 


With reference to the very interesting article “Spray 
Cleaning Storage Tanks and Pick-up Tankers,” can you 
give us answers to a few questions, please? 

(1) What pump capacity, (GPM) pressure, and 

H.P. was used? 

(2) Can you advise on number of 4” spray balls 
needed per 1,000 gallons of tank capacity, or 
on the basis of distance from spray ball to 
tank wall? 

(3) Where more than 2 spray balls are required, 
has any special arrangement been recommended 
for piping to deliver uniform pressure to each? 


(4) What other advice can be added to make install- 
ation in new or existing equipment most satisfactory? 


In short, can the editor supply a supplementary 
article? 
Yours very truly, 


Minnesota 


Dear Norman: 


We are all very pleased at the publicity which 
you have given to the Vermont flavor-improvement 
program in the last two issues of the American Milk 
Review. 

I thought that you might like to know that appar- 
ently the idea is spreading because the pamphlet pub- 
lished entitled, “Good Tasting Milk,” has already gone 
into 31 states, 6 provinces of Canada and Hawaii. The 
total mailing of this pamphlet to date is a little over 
30,000 copies. It has been out just a little over a year. 
We are very happy, of course, that the idea is spreading 
in such a wide territory. 

Some of the milk dealers in the state are already 
beginning to use the flavor angle in their advertising, 
especially on radio and television. They are not talking 
so much about the other things that we have talked 
about for so many years and are coming out with state- 
ments such as this: “If you want good flavored milk 
buy it from X milkman.” 

We sincerely hope that the idea will also spread to 
areas where they are using milk for manufacturing prod- 
ucts. It is all right to have the fresh fluid milk taste 
good but we would also like to have better tasting 
butter, cheese, and ice cream. We can only do it by 
having good-flavored milk to begin with. 

Yours for better-flavored dairy products. 

Alec Bradfield 


University of Vermont 
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Meet Tomorrow's needs Today 
with 


UNITED CASES 


The United Dairy Case above will carry half 


gallon, quart, pint, or half pint paper cartons. 
Regardless of the change in daily demand, one 
size case is all that is needed. 


More important, this case is designed for auto- 
matic mechanical handling on fillers and stackers 
and will not be obsolete if new equipment of this 
type is installed in your dairy. 


There are other advantages too, such as faster cool- 
ing, better sanitation, longer life and lower case 
cost. 


Plan ahead with United, originators of the welded 
wire dairy case and leading suppliers for over a 
quarter of a century. A United man can give you 
sound money saving advice on all case require- 
ments. 


al STEEL AND WIRE CO. 


137 FONDA AVENUE BATTLE CREEK, MICH. 


Branch Plant: Wilkes-Barre, Pa. 





107 





a] E ‘ 
} 





Th 
if e LJ founc 
that 

| and : 









































ous S 
direc 
ot ch 
indiv 
to in 

By V. H. NIELSEN - 
| recos 
sam} 

Di Mi . | c a | D . muc 

irect icroscopica ount Meips Vetermine | ::: 

raw 

. AO ° bact 

Quality of Finished Non-Fat Dry Milk . 

esca 

QUESTION—iIn recent months microscopic count and the methy- we should be concerned, of course, ing 

much emphasis has been placed on _ lene blue (or resazurin) tests? not only about the milk from indi- Met 

the quality of nonfat dry milk in ANSWER-The new emphasis on vidual producers but also with con- Prox 

terms of the direct microscopic the direct microscopic count of bac- tamination and growth in the milk in vary 

count, and our plant has had sev- teria is actually an attempt to judge the plant. ent 

eral shipments degraded because the quality of the finished product in If the direct microscopic count is fact 

of high counts by this method. Our — terms of the raw material from which to become an important criterion of tenc 

product has met the requirements it is made. Though bacteria may be the quality of the finished nonfat dry thes 

for extra grade in all respects, in- killed during the processing of milk, milk, we might do well by using this trib 

cluding the maximum standard the dead cells will remain and may same method to watch the quality of aa 
plate count of 50,000 per gram. be detected by staining and maieso- the milk itself. Many plant operators 

We are regularly grading milk scopic examination. The reason for have indeed found it useful for that 

from the individual producers by this concern about the bacterial con- purpose. In doing so there are some 

the methylene blue test, and now tent of the original milk supply is that important relationships and limitations 

we would like to know just how substances harmful to human health to consider. 

we should classify the milk by this — and produced by a certain few species First, one would assume that if the 

test so that we may eliminate the — of bacteria while they are still alive direct microscopic count of a tank 

milk which is likely to give us a may remain in the milk and the prod- load of skim milk were 3 million per 

high direct microscopic count in uct after the bacteria have been killed. gram (or ml) and 8.6 pounds of nonfat 

the finished product. Also what are A low bacterial population in the milk dry milk is made from 100 Ibs. of 

the comparable standards of qual- before processing presumably will re- milk the count in the finished product 

ity by the plate count, the direct duce this danger. In that connection should be approximately: 

b DAIRY THERMOMETERS 
For Pipe Lines, Vats and Tanks 
Easy to read, accurate and corrosion resistant 
stainless steel dial thermometers. Exclusive 
“dial reset device’ permits quick recalibra- 
tion if original setting is lost. Sturdy all- 
metal construction and plexiglass crystal re- 
duces breakage to minimum. Backed by 
famous E-Mac guarantee. 
Write for Catalag and Prices. 
DAIRY BRUSH CO., INC, 
pone duownomoner READING BPERNSYLVANIA tteut'tet dhamme outs 
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(3,000,000) (100) 


= 35 million 





(8.6) 


This relationship is not always 
found to hold, and one reason may be 
that many clumps of bacterial cells 
are broken up during the pumping 
and spraying of the milk in the vari- 
ous stages of the processing. Since the 
direct microscopic count is an estimate 
of clumps of bacterial cells rather than 
individual cells, this factor would tend 
to increase the count. 


On the other hand we also 
that the staining of the 
sample for microscopic examination is 


must 
recognize 


much more difficult with reconstituted 


raw milk. It is well-known that many 
bacterial cells in a heated milk sam- 
ple do not stain well and therefore 
the 
ing methods described by Standard 


escape detection. several stain- 
Methods for the Examination of Dairy 
Products (1) as well as others (2) give 
varying results in the hands of differ- 
ent operators. Here then we have a 
and 
tending to reduce the count. Both of 


factor introducing uncertainty 


these factors have undoubtedly con- 


tributed to the erratic results observed 


by many operations when they have 
attempted to establish a quantitative 
relationship between the microscopic 
count of the milk and that of the fin- 
ished product. In addition we must 
remember that because of the chances 
attached to the distribution of bac- 
teria in the staining plate and the 
selection of fields to be counted, the 
accuracy of the direct 
count is not particularly great. 


microscopic 


If now we attempt to compare the 
direct microscopic count of nonfat dry 
milk with the quality of milk by the 
methylene blue or the resazurin test 
or the standard plate count we intro- 
duce greater inaccuracies and 
limitations. Though each of the tests 
we are considering here have merits 


even 


and are useful in quality improvement 
work we cannot translate directly the 
result from one to the others. This is 
because these tests measure different 
things, and each is subject to certain 
limitations. 


The standard plate count is an esti- 
mate of the living bacteria in the milk 
which can be made to grow on a pre- 
scribed medium at a given tempera- 
ture (32 or 35°C). 


scopic count is an 


The direct micro- 


estimate of the 


bacterial cells (or clumps of cells) 
which are capable of being colored 
with a specific stain. This includes a 
number of dead as well as living cells. 
The direct microscopic count is gen- 
erally found to be several times as 
large as the plate count. 


The methylene blue and resazurin 
tests on the other hand measure the 
reduction of the electrochemical po- 
tential in milk due to bacterial activity 
which, in turn, is largely a function 
of the number of bacteria in a given 
sample. The most serious limitation 
of this method is that some types of 
bacteria found in milk do not have 
reducing properties and hence do not 
influence the color of methylene blue 
or resazurin. This is particularly true 
of the thermoduric bacteria. 

In spite of these and other limita- 


tions a number of investigators have 
been able to demonstrate fairly good 


correlations between the reduction 
tests and the plate count, while the 
relationship between the reduction 


tests and the direct microscopic count 
is not nearly as well documented. If 
we assume, however, that the micro- 
to 6 
times as large as the plate count on 


scopic clump count may be 4 








DURABILITY .. . 


P. O. Box 63 








DRYDEN MILK 
TRUCK BODY 


An Insulated Light Weight Body 
With 2” Insulation Walls and Roof 


WELDED STEEL FRAME... BUILT-IN 
EASY TO USE 


Designed to Meet YOUR Milk 
Handling Requirements 





Our Rural Route Raw Milk Truck Body 


Low Cost - - - 6 x 11 Can, $704.00 F.O.B. Amory, Miss. 
INQUIRE ABOUT OUR ECONOMICAL DELIVERY SERVICE. 


Our Experience at Building Milk Truck Bodies Is Your Insurance of the Best Milk Transportation Your Money Can Buy 


DRYDEN MANUFACTURING CO. Amory, Miss. 


PHONE: 2261 
“Dryden - - - Built Better to Last Longer” 


with a LIGHTWEIGHT 
STEEL CONSTRUCTED 
Milk Truck Body ! 





DAVID DRYDEN, Owner 
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the same samples of milk we may set 
up a rough classification of milk qual- 
ity based on arbitrary, comparable 
values of these tests. The accompany- 
ing standards proposed by the Agricul- 


than Class 2 as defined by these stand- 
ards should be excluded from opera- 
tions which produce nonfat dry milk 
with direct microscopic counts of less 
than 50 or 75 million per gram. 





Bacterial estimate Direct microscopic 


Methylene blue Resazurin test, no 





classification (clump) count test, mixed sam- color change be- 
ple not decolor- yond color repre- 
ized in — sented by — 
Class 1 200,000 per mi. 5'2 hours P-7/4 in 2% hrs. 
Class 2 3,000,000 per mi. 2'2 hours P-7/4 in 1% hes. 
Class 3 10,000,000 per mi. 1 hour P-7/4 in 34 hr. 





tural Marketing Service (3) illustrate 
such a classification. 

By systematic examination of the 
milk by either of these methods you 
should be able to detect and eliminate 
the milk from those sources which are 
likely to contaminate and endanger 
the entire milk supply. Especially 
milks which continually are poorer 
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FRESH CONCENTRATE SOLD 
IN WISCONSIN 

A fresh, concentrated Grade A milk 
developed by University of Wisconsin 
dairy research scientists is being sold 
for consumer use in 27 southeastern 
Wisconsin communities by the Pure 
Milk Association. 


Produced and packaged at the Kan- 
sasville, Wisconsin, plant of PMA, the 
product is sold in one-third-quart 
paper cartons in 100 retail food stores. 

The product can be used in a num- 
ber of different ways. Mixed with 
two equal cartons of water, one car- 
ton of fresh concentrated Grade A 


milk makes one quart of pasteurized, 
homogenized 3.5 milk. Mixed with 
only one carton of water, the milk can 
be used on fruit, cereals, and other 
desserts calling for cream. It can also 
be used for coffee cream, undiluted or 
with the addition of one carton of 
water. 

J. H. Argue, assistant general man- 
ager of the Pure Milk Association, said 
the marketing program is a_ pilot 
project launched locally to set a pat- 
tern of distribution which can be used 
eventually in interstate distribution 
and sale of concentrated milk. “Our 
primary objective,” he said, “is to gain 
experience that will help us merchan- 
dise the product in distant markets in 
order to boost relatively low, per- 
capita consumption of fluid milk. Dis- 
tant market distribution also would 
have the effect of finding additional 
outlets for 


milk.” 
ACCIDENTS HURT PROFITS 


Accidents can cut heavily 
milk profits and seriously 
affect his community relations, P. R. 
Ellsworth of the Milk Industry Foun- 
dation warned. 


Wisconsin and __ Illinois 


into a 
dealer’s 











. . . for even, foamless 
flow of milk, skim- 
milk, buttermilk, whey 
ice cream 
Used with milk meter 
several valves can be 
placed at a single tap 
place for different 
product measurement. 
Catch on valve handle 
keeps it in open posi- 
tion . 

tor for 
All contact parts of 
stainless steel. SS wire 
gauzes 
ant material. 


25,000 
ibs. per 
hour 


flow 
capacity 


KA-5 


foamless filling valve 


and 


mix. 


*Proved by one 
of America’s 
Leading Test 
Laboratories 


. frees 
other 


opera- 
duties. 


of acid resist- 


Samples on 
Request 





WRITE FOR COMPLETE DETAILS 


D'ORSAY EQUIPMENT COMPANY, Inc. 


Dairy and Ice Cream Plant Equipment and Supplies 
MALDEN 48, MASSACHUSETTS 


662 CROSS ST. 
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More Ww ET 
STRENGTH 


better milk filtering 


REEVE & MITCHELL 


211-221 No. 13th Street 






< 


Philadelphia 7, Pa. 
Phones: Rittenhouse 6-6327, 6-6328 
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Dairy Helps Sell the Store 


pleteness of the store’s stock by the 
variety they find in dairy. 

Another intangible that should not 
be overlooked is the fact that few 
dairy products are eaten by them- 








This editorial is reprinted from the February “Chain Store Age.” It 
shows milk and milk products as they are seen by the coldly appraising 
eye of the chain grocer. It also gives the dairy sales representative a 
couple of ideas to hammer home next time he calls on a wholesale 


stop or a potential wholesale stop. 


selves. The customer who buys any 
dairy item is almost always in the 
market for other foods to go with it. 

In many cases, especially in city 
and suburban areas, it is the dairy de 
partment that brings customers into 
the store with greater frequency, since 
many homemakers like to buy their 








The important contribution which 


a good dairy department can make to 


the successful operation of a store may 
not always receive as much recognition 
as it deserves. 

Volume-wise, the dairy department 
is usually the fourth department, trail- 
ing behind the grocery, meat and pro- 
duce sections. Its average gross profit, 
which is usually between 10 percent 
and 14 percent, is quite low in com- 
parison to the other departments. 

But far overbalancing these limita- 
tions is the tremendous favorable in- 


dairy products—particularly milk and 
eggs—on a day-to-day basis. 
fluence which a well-managed dairy 
department has on customers. When 


Store managers who have made it 
a point to observe the contribution 
shoppers discover that they can always 
be sure of getting fresh, top-quality 
eggs, milk, butter and cheese at a par- 
ticular store, they invariably are pre- 


which the dairy department makes to 
the overall operation recognize that it 
offers an easy and almost certain way 
to build customer confidence in the 
sold on that store’s other perishables. quality, freshness, cleanliness and com 
; pleteness of all lines. That is why 
Moreover, many customers either P : ; ¥ 
é ? 5 ; the dairy department is consistently 
consciously or unconsciously judge the 
: TaD - getting more and more attention and 
cleanliness and sanitation of the whole a" 
emphasis in successful supermarkets, 
even though it accounts for less vol- 
ume and gross profit than the three 
leading departments. 
—Copyright Feb., 1957, Chain Store Age 


store—including the behind-the-scenes 
preparation rooms—by the condition of 
the dairy case. By the same token, 
many customers evaluate the com- 











Serving Baltimore and the surrounding area, the Koontz Creamery Co. 
operates 40 refrigerated trucks for handling milk, in addition to its fleet of 
over 100 milk delivery units. The insulated trucks are cooled at night by a 
Frick refrigerating system; the ammonia lines extend around three sides of 
the truck yard. This is the most efficient method of cooling trucks known. 


Whether you need broken ice, cold brine, cold water, cold storage, direct 
expansion cooling, quick freezing, truck refrigeration, or air conditioning— 
or all at once—you get the ultimate in engineering and dependability with 
Frick equipment. Let us quote now on your requirements. Write, wire 
or phone 


DEPENDABLE REFRIGERATION SINCE 
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MILK CONTROL STRIKING 
IN OREGON 
A resolution adopted by the Oregon 
Milk Producers Association at its an- 
nual convention in Corvallis called for 
enactment of a state law requiring 
processors to submit to a_ periodic 
check by the state on how they use 
the milk they buy from producers. 
The producers complained some 
processors are gyping them by pay- 
ing factory prices for milk actually 
used for bottling and canning. Fac- 
tory prices are set for milk used in 
making cheese, ice cream and other 
dairy products, and are lower than 
prices paid for milk for bottling. 


e 

TENNESSEE MODIFIES MILK LAW 

Proposed legislation to modify the 
state’s milk price regulatory law was 
introduced in the Tennessee legisla- 
ture by Senator Taylor Crawford of 
Kelso and Representative J. I. Bell 
of Savannah, legislative 
agriculture committees, and 

Backed by the state’s large milk 
producer organizations, the bill would 
delete a provision of the 1955 act 
prohibiting sale of milk products be- 
low the prevailing price in any mar- 


chairman, 
others. 


keting area and provide only that 
milk products cannot be sold below 
cost. 

Advocates said this simply prevents 
a “financially strong” dairy from op- 
erating at a loss in any area with 
the intent of killing off “a small busi- 
ness not able to live under such odds.” 

The bill would remove all provi- 
sions for fine or imprisonment of vio- 
lators and authorize the state dairy 
commissioner to investigate com- 
plaints. If he found a violation of 
the act, he would call on the state 
attorney general to halt it through an 
injunction suit. Complainants would 
have to put up $1,000 to insure against 
“nuisance” complaints. 

Another Tennessee legislative pro- 
posal would prohibit the sale of ice 
cream at below-cost prices. 

a 
MEDIUM SIZE PLANT DOES 
PROMOTION JOB 
(Continued from Page 92) 

full use of materials available to them 
by the various suppliers of the dairy 
industry, such as the Sealright book- 
let on milk production, and the Gen- 
eral Mills leaflet. 


Another Sweet Clover promotion 


involves another of their suppliers. 
Bowey’s Inc. With the purchase of 
every two quarts of chocolate milk. 
the customer receives, free of charge, 
a large map of the world in full color, 
The significance of the Sweet 
Clover method of handling plant tours 
is the appreciation it demonstrates of 
the relationship between good educa- 
tion and good public relations. The 
preview by the teachers, the prelim- 
inary explanation in an office undis- 
turbed by noise, the use of color to 
distinguish individual pieces of ma- 
chinery, the use of materials geared 
to the age of the visiting groups are 
eminently sound educational _ prac. 
tices. They make the visits educa- 
tional experiences and in so doing in- 
crease their public relations value. 


* 
A DAIRY IS A DYNAMIC 
MECHANISM 
(Continued from Page 32) 
that the things done by each one are 
perforce dependent upon the things 
done by all the others. 

Far from being something that can 
be diagrammed on an _ organization 
chart (a sort of static arrangement of 
departments, sections and subsections, 





“Say-have you 
heard about 












WILSTITICH 


MILK CARTON 
WIRE?" 


WILSON 


WILSON STEEL AND WIRE COMPANY 


49TH AND SOUTH WESTERN AVENUE e 
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It’s about the best thing you can 
do to make sure of perfect opera- 
tion of your packaging machinery. 


THE MILL THAT SERVICE BUILT 
Manufacturers of Wire « Nails « Rivets 


Telephone Lafayette 3-1221 


CHICAGO 9, ILLINOIS 








It is the ideal pump for all types of 
liquid or semi-liquid food products. 
Sizes 20, 35, 50 and 90 GPM available 
in 39 models. 


For complete information, send 
today for catalog Section F-1. 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. 


APPROVED 





Slow Speed 
Self Priming 
Less Weight 

3A Approval 

Fewer Parts 

Longer Life 
Reversible Operation 
Even Flow 
Hydraulic Balance 
Easy Take-Down 
Fast Cleaning 
O-Ring Seal 







In Canada it’s “ROTO-KING” pumps. 
See our catalog in Sweets. 
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each in its ordained place), an organ- 
ization is rather a dynamic mechan- 
im, kept in motion by the nicely 
integrated actions of its members. The 
art and science of organizing is there- 
fore founded on the arranging and 
directing of action. 


The unhappiest man I know at the 
moment is a man who is a victim of 
what happens when this crucial fact 
is forgotten. Some time ago he was 
given full responsibility for achieving 
certain results for his company. The 
manager who assigned him this re- 
sponsibility apparently felt that all 
that it was necessary for him to do 
was to appoint a capable man, give 
him a title and a task, and wait for 
the job to be done, for he did not 
himself arrange with the other mem- 
bers of the organization the changes 
they would have to make in their 
work to assist in the achieving of 
the desired results, nor will he give to 
his appointee the authority to direct 
changes in their work. The poor man 
is being driven to distraction. He has 
been assigned a definite responsibility, 
he is eager to discharge it, but he has 
no authority whatever and must in- 
evitably fail in it. 


Such mistakes of management are 
not made if the top executive realizes 
that the naming of a person and the 
assigning of responsibility are but pre- 
liminary steps. Neither can of them- 
selves influence the established ebb 
and flow of activity among the other 
members of the group. Whenever the 
function of one person in an organ- 
ization is modified in any way it 
is not a matter merely of changing 
a square on an organization chart. 
Rather it is a matter of setting in 
train a whole series of consequences 
which will eventually modify the pre- 
vious balance of action among many, 
if not all, the individuals in the organ- 
ization. The directing of these sec- 
ondary modifications either must be 
undertaken by the executive (in which 
case he must, in effect, do the job 
himself) or it must be delegated to 
the man placed in charge along with 
sufficient power to ensure control. 

a 
INDUSTRY PROBLEMS 
(Continued from Page 88) 
Judging Cold Milk 
tap in the milk house. If this closed 
vessel is shaken a few times then 
opened and smelled, a still better 


judgment can be made. This too, is 
an additional chor. for the driver but 
requires far less apparatus than the 
actual pasteurizer. 

The principal dangers in tasting 
raw milk are in the possible presence 
of tuberculosis organisms or those 
causing undulant fever. Where herds 
are known to be free from these dis- 
eases it is not so dangerous to sample 
the milk. We still would not recom- 
mend that raw milk be tasted although 
this is probably the 
method of 


most reliable 
establishing the flavor 
quality before it is pumped into the 
truck tank. 

It seems to us that we must accept 
the fact that flavor judgments of milk 
at the plant must be used as supple- 
mentary tests for keeping the quality 
of milk high. In many areas the truck 
driver is taking a rather large sample 
from each tank to be brought to the 
laboratory for final analysis. In the 
laboratory the sample is pasteurized 
and its flavor score recorded. Of 
course, the milk by this time is mixed 
with the rest of the supply but we can 
use this evidence in our quality con 
trol program for keeping milk flavors 
good on the farm. 










MODEL NO. 38 
Low Temperature Chest 


SIZE 
Outside Dimensions 
21%" x 242” x 32” high 
Inside Dimensions 
15” x 17%” x 24” high 
Weight: 85 Ibs. 
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MUCKLE STORAGE CONTAINERS 
Dual purpose box for route . . . or for catering service 
Attractive all steel, 3” double-densit 
bottom, and door. Protective finish comprised of primer, two coats 
of acid resisting white refrigerator enamel baked at 325 degrees for 
45 minutes. Handles are plated large heavy-duty, front hasp for 1 
padlocking if desired. Your customers will appreciate this cabinet | 

when used as a catering case . . . and it will complement your products. ! size 
Your route men will like it too. 

MUCKLE front opening ROUTE BOXES 
Keeps dairy products fresh, cool, and clean longer 
More convenient for route men. Heavy duty, front opening, insulated j Weight: 40 Ibs. 

boxes fit on top or between empty cases. Eliminates moving and 

constant case rearranging. Small enough for easy loading and cleaning. 5 Other models available with in- 
For cooling, use wet ice or leave loaded with products in cooled room , side dimensions of 101%” x 12%" 
over night. Three sizes available. 
Compare Muckle quality and low prices. 

Ask your supply salesman or write for new folder today. 


MANUFACTURING CO. OWATONNA 12, MINNESOTA 


MFGS. OF ' BOTTLE CABINETS ® POWER ROOF VENTILATORS © MANY OTHER SPECIALTIES FOR DAIRY INDUSTRY 


Increase your sales and profits with 


—aNEW mocne 
, y EW muckle R 


E STORAGE CABINETS 


ouTe Boxes ¥ 


y fibre-glass insulated walls, 







MODEL NO. 610 
Insulated Route Box 


Outside Dimensions 
12%” x 15” x 19%” high 
Inside Dimensions 
\ 9%" x 122" x 15Y2” high 


a x 10%" high, and 11%" x 15%” 
§x 152" high. 
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Coming Events and Association News 


American Warehousemen’s Convention—To be held April | 
to 5 at Chalfonte-Haddon Hall in Atlantic City, New 
Jersey 


Midwest Research Institute—-Symposium (Future Develop- 
ments on Food Preservation) to be held on April 2 to 3 
at the Hotel Muehlebach in Kansas City, Missouri 


Wisconsin Dairy Manufacturers’ Conference 
ing to be held 
consin, 


Annual Meet- 
April 2 to 3 at the University of Wis- 
Madison 


Refrigeration Service Engineers Society—Education forum 
to be held April 4 to 7 at the Sheraton-Palace Hotel 
in San Francisco 


Gas Appliance Manufacturers Association—Annual Meet- 
ing will be held April 8 to 10 at the Greenbrier, White 
Sulphur Springs, West Virginia 


A.M.A. National Packaging Exposition—26th Annual Meet- 
ing to be held April 8 to 11 at the International Amphi- 
theater, Chicago 

Fibre Box Association—Spring Meeting to be held April 11 


to 12 at the Ambassador Hotel, Los Angeles 


Building Research Institute 
April 14 to 17 at the 


Market Milk Conference and Ice Cream Institute 
Meeting to be held April 10 to 11 at Purdue 
sity at Lafayette, Indiana 


held 
Chicago 


\nnual Meeting to be 
Edgewater Beach Hotel, 


-Annual 
Univer 


Research and Development Associates, 
tainer Institute—Annual Meeting 
to 25 in Richmond, Virginia 


Food and Con- 
to be held April 23 


National Interstate Shipments—Sixth Conference to be 
held April 23 to 25 at the Hiotel Peabody in Mem- 
phis, Tennessee 


Pennsylvania Association of Milk Dealers Convention— 
Will be held April 24 to 25 at the Benjamin Franklin 
Hotel, Philadelphia 


National Materials Handling Society—Seventh Annual Con- 
ference to be held April 29 to May 3 at Convention 
Hall, Philadelphia 


American Oil Chemists Society-—48th Annual Meeting 
(Symposium on Fats and Nutrition in Health) to be 
held April 30 at the Roosevelt Hotel in New Orleans 


National Paper Box Manufacturers Association — 39th 
National Convention to be held May 1 to 4 at the 
Eden Roc Hotel in Miami Beach, Florida 


Air-Conditioning and Refrigeration Institute — Annual 
Meeting to be held May 6 to 8 at the Homestead, 
Hot Springs, Virginia 

National Restaurant Association—Convention and Exposi- 
tion to be held May 6 to 10 at Navy Pier, Chicago 

Heating, Piping and Air Conditioning Contractor National 
Association—Annual Meeting to be held May 7 to 10 
at the Hotel Fontenbleau, Miami Beach, Florida 

Fluid Controls Institute— Meeting to be held at the Green 
brier Hotel, White Sulphur Springs, West Virginia 

Industrial Heating Equipment Association—Will be held 
May 19 to 22 at Hot Springs, Virginia 


National Fire Protection Association 
May 20 to 24 at the Hotel Statler, 
fornia 


Annual Meeting 
Los Angeles, Cali- 








Sani- Matic RECIRCULATION 
PIPE WASHER 


Proven 








F16-119-1SR 


| PUSH-PULL 
| RECIRCULATION 


Replaces brush for fast, 
thorough cleaning of fittings 
and pipe placed in any part 
of tank. Readily fits into any washing program. 
Sanitary and efficient design to obtain maxi- 
mum wash solution action. 





See Your Supplier or Write Direct for Information 


| wet Schlueter co. 
lo yay 


JANESVILLE, WISCONSIN 
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Son eS 
= For the BEST in NEW CONCRETE FLOORS, * 


A Architects, Contractors and Cement Finishers 
bs Y DROMENT 





Hydroment’s superiority over 
other concrete floor toppings is 
| a well established fact. 





Here's a Surface HYDROMENT IS BEST BECAUSE: 


with 1. Proper balance of quartz and iron 
IMPR Ov ED aggregate results in an unexcelled wear- 
Hardness D it ing course with no rusting or dusting. 
red onss Y, 2. Optimum grading of quartz and iron 
Wearability, aggregate imparts surface density unob- 


tainable in any other concrete hardener. 


Corrosive Resist- 
ance, and Lasting 
Appearance. 


3. No periodic maintenance problem 
with Hydroment. It resists rugged wear 
for unusually long periods. 











Write for Complete Details and NEW HYDROMENT BULLETINS. 





CLEVELAND 3, OHIO 
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FEBRUARY WINNERS 












































to be 
Mem 
ntion- 
ranklin 
il Con- 
vention 
feeting 
to be 
Jrleans 
~ 39th 
at the 
The line, “The insemination man is 
ned coming by plane now,” has been 
estes ‘ ' on 
~_— awarded the first prize of $5.00 which 
xposi- goes to: 
cago D. Cordeau 
—— Laiterie Leclerc Limitee 
Oo ) 
da Granby, Quebec 
Green- : ‘ : 
irginia Second prize, $3.00, was won by 
held the line, “She can do tricks; will she 
give milk?” Submitted by: 
Cale Kenneth Hurst 
Plains Creamery 
—— Every animal has its day—many of them in litera- Arnctt. Ollshome 
ron ture, with possible exceptions such as the aardvark and 
S ’ the coati mundi—but the beloved and valued cow seems . LE MENTION 
’ | to have been neglected in favor of dogs, cats and horses. HONORABLE ME! 
rs There is, we know, the cow that went over the moon, “She’s been drinking from that creek 
T the nonexistant purple one, lethal Mrs. O'Leary's, and beside the helium plant. 
Jack-Beanstalk’s cow. Gretta Peters 
Of course, you can’t (or don’t) ride Bossy or bring 248 East Market 
her into the parlor. But we do bring her home vicari- Orrville, Ohio 
ously in “Write the Gag.” 
; “Does the cream come from the top 
Won't you come into our parlor and try your hand pace 
on this month’s “Gag?” Tt . 
Gordon E. Ramsdell 
Dairy Department 
over University of Maine 
ri 4 Orono, Maine 
act. 
WRITE THE GAG—THE RULES eee <a 
; We couldn't improve on the milk 
cm 1. The American Milk Review will award $5.00 to the person stool so we did the next best thing.” 
“4 submitting the best caption for this month’s “Write the Gag” cartoon. ; : 
A prize of $3.00 will be awarded for the second best caption. Gordon Gent 
iron , 
nob- 2. The editors of the American Milk Review will be the judges Bowey s Inc. 
aan and their decision will be final. In case of ties, duplicate prizes will 771 Bedford Avenue 
slem be awarded. Brooklyn 5, New York 
year 
| 3. Write captions—as many as you wish to send in—on a , 
as “Ae Para ' “O sy’s i 2 bout keep- 
postcard and mail it to “Write the Gag” editor American Milk Review, ¢ h, ety a ” ) ri . _ °F 
3 92 Warren Street, New York, N. Y. ing her udder end clean. 
- 4. Be sure to write your own name and address as well as the Joseph A. Miklavec 
} name of your company on each postcard. Sanitarian 
y 5. All entries for this month’s contest must be received by Pueblo City-County Health 
. April 10, 1957. Department 
Ue Pueblo, Colorado 
view March, 1957 115 
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THERMAL SHOCK PROOF-TESTING. Before 


the ware leaves the annealing lehr, it 
passes through a special Thermal Shock 
Unit where it is given an air thermal 
shock of some 150 to 200 deg. F. differ- 
ential. This thermal shock develops high 
tensile forces in the outside surfaces of 
the bottles from their base areas to a 
point about 2 inches or more up. Suffi- 
cient tensile forces are developed to 
cause flaws such as microscopic checks, 
re-entrant or “V” angles, etc. which may 
be present in the bottom and lower side- 
walls to develop into full size cracks 
and such bottles are thereby completely 
fractured. They are culled as they reach 
the selectors. These units insure that 
the bottler will have no first filling break- 
age in his washer or filler from these 
particular causes. 


PROTECTIVE FILMING. The warm ware, 
as it leaves the tunnel of the annealing 
lehr and before it reaches the selectors, 
passes into a spray booth where a thin 
film of stearate is deposited on the outer 
surfaces of the ware. This thin film of 
stearate possesses lubricating qualities 
which prevent glass to glass seizure 
during the hand selection, the 100% 
choke gauging and the packing into the 
cartons. Handling bruises and abrasions 
are thereby prevented. 








FLAME POLISHING. As the ware from 
the forming machine enters the lehr 
tunnel, it passes through a bath of flame, 
staying in the bath just long enough to 
glaze the outside surface skin, not long 
enough to melt the bottle out of shape. 


Supply and Equipment News: 





Three Different Processes Used 
to Protect, Strengthen Bottles 


COMBINATION of 


to increase bottle trippage by 


processes 


strengthening glass will soon 
be announced by the Liberty Glass 
Company of Sapulpa, Oklahoma. It 
will be called the F. T. P. 
The “F” stands for flame polishing; 
the “T” for thermal shock-proof test- 


system. 


ing; and the “P” for protective filming. 

Each performs a different protective 
function at a different stage in the mak- 
ing of a glass container, according to 
W. R. 


rector, whose department developed 


Lester, Liberty's technical di- 


the system. 

He says, “While the performance of 
glass containers under today’s condi- 
tions is excellent, both glass manufac- 
turer and user alike desire to make it 
better and, at the moment, it appears 
that this can be accomplished best 
by the development of methods and 
techniques whereby the surface flaws 
may be erased and prevented. In the 
specific case of returnable glass con- 
tainers, the successful solution of this 
problem should lead to increased trip- 
page of the bottle during usage.” 


Having determined that glass breaks 
as a result of stresses concentrating 
on flaws in the surface of the glass, 
Mr. Lester decided the next step was 
to find out where the flaws are located 
in the glass and how they are formed. 
He discovered six sources of flaws on 
the glass surface: 
skin of the 
bottle because of its contact with the 


1. The outer surface 


iron mould, is patterned with a net- 
work of microscopic cracks or dis- 
continuities. 

2. The outer surface skin of the 
bottom, in addition to the mould con- 
tact, also comes in contact with the 
dead plate, the hot ware conveyor belt 
and the annealing lehr belt. These 
contacts cause additional microscopic 
cracks and visible checks. 


3. The accidental touching of the 


glass surface against other objects 


during its transfer from the forming 
mould to the annealing lehr produces 
surface flaws and checks. 


4. As the bottles are handled by the 
selectors during selection and_pack- 
ing, the fresh virgin surface is readily 
susceptible to abrasions, bruises, im. 
pact marks and other such flaws. 


5. The accidental bottle to bottle 
contact during transfer to the lehr or 
in the lehr also produces flaws and 
checks. 


6. During all subsequent handling 
of the bottle, its outside surface is 
subject to the development of han- 
dling flaws. 


As Mr. Lester sees it, the problem 
is to minimize or prevent flaws on the 
outside surface. These flaws, respon 
sible for glass fracture and bottle fail- 
ure, originate in the forming process 
and develop all along the line. 


Liberty's Technical Research Di 
rector declares, “Sulfuring, stearating, 
siliconing, and the use of other films 
at the exit end of the lehr are more 
or less one-shot treatments and, in the 
main, only prevent the development 
of surface flaws from the point of 
selection on and do not take into 
account those flaws that existed prior 
to the filming treatment. 


“The Liberty program starts at the 
very beginning of the process: the 
Flame Polish treatment erases those 
surface flaws resulting from mould 
contact; the Thermal Shock-Proof Test 
treatment changes mould contact, con- 
veyor belt contact flaws into actual 
cracks and destroys such ware in the 
lehr instead of during the first or sub- 
sequent fillings; and the Protective 
Filming treatment minimizes flaws in 
the surface which result from han- 
dling during the critical period, i.e., 
when the glass is in a warm, virgin 
condition, and also during subsequent 
handling until the ware reaches the 


user's washer.” 
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Anthony T. Rossi and first orange 
jvice tanker. 


WO DRAMATIC “firsts” in the 
T estes fresh orange juice busi- 

ness have recently taken place, 
one on each coast. These two devel- 
opments may open the door to the 
purchase of chilled fresh orange juice 
lower than 


at substantially prices 


heretofore. 

On the east coast, the first ship 
ever to haul orange juice in vacuum 
tanks completed her maiden voyage 
late in February. The brainchild of 
Anthony T. Rossi, president of Fruit 
Industries, Inc., the S.S. Tropicana 
puffed her way up the east coast, 
arriving at Whitestone, Long Island, 
about 56 hours after leaving Cocoa, 
Florida, with 650,000 gallons of or- 
ange juice aboard. The ship, named 
for the brand of juice sold by the 
company, is expected to make the 


Two Pevelopments May 
Wean Lower Costs, Higher 
Revenues to Dairies 


Orange Juice by ; 
Tanker and Tetra-Pak 


voyage between Florida and New 
York Additional 


tanks will bring its total capacity to 
1,500,000 gallons. 


every nine days. 


Mr. Rossi said that the price to 

reduced as 

tanks are added to the Tropicana. 
New Plant Built 


A new plant was constructed at 


dairies would be more 


Cocoa, Florida, to receive the oranges 
from the growers, squeeze them and 
At White- 
stone, a plant was constructed to take 
the juice off the ship, package it in 


pump the juice aboard. 


Canco containers, keep it cold and 
ship it in refrigerated trucks to dis- 
tributing dairies in the middle Atlantic 
and northeast states and Canada. 


Mr. Rossi says the total operating 
cost per trip is 15,000 dollars. As- 
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“ 


customer drinks four 
juice from Tetra-Pak. 





California 
ounces of 


suming that the ship carries a capacity 
load every trip, the transportation cost 
per quart is about 1% cents a quart. 
The cost to ship to New York by re- 
frigerated trucks is five cents a quart. 


Chilled cartoned orange juice has 
become a permanent part of the line 
of products carried by many dairies 
over the country. Tropicana, for ex 
ample, claims 2,000 dairies as cus 
tomers. 


On the west coast, the other “first” 
is the packaging of orange juice in 
Tetra-Pak 
dairies served by Glenco Citrus Prod 
The Tetra-Pak 
product, 
and fills the 
tainer at 


containers for the 18] 


ucts, Inc. machine, 


a Swedish simultaneousl\ 


forms four-ounce con 


a rate of 4,500 cartons an 


hour. The package sells for ten cents. 








SUPPLY AND EQUIPMENT _ :-: 


PERSONNEL NEWS 





ae 


Sidney W. McCann 


Carroll McKenna 


John D. Farrell will cover southeast 
U. S. and R. H. Wagenseller will cover 
middle Atlantic states as sales repre- 
sentatives for GREEN SPOT, maker 
of orange and other citrus concentrates 
for beverages. 

Carroll McKenna named exclusive 
distributor of COLDMOBILE truck 
refrigeration units for Maryland and 
Washington, D. C. 

Stewart E. Lauer elected chairman 
of the board of YORK DIVISION, 
BORG-WARNER CORPORATION. 


March, 1957 





President since 1940, he was succeeded 
in that position by Henry M. Haase, 
a Borg-Warner vice-president. 

At the PFAUDLER COMPANY: 
Dewey R. Holcombe named district 
sales manager of New York City area; 
John W. Cosier, chief product engineer: 
Ernest W. Neben, director of central 
engineering; Edward W. Zoller, works 
manager, Rochester Division; Sidney 
W. McCann, technical advisor to the 
vice-president in manufac- 
turing. 

L. Luke Rundell, named special rep- 


charge of 





John W. Cosier Edward W. Zoller 





Ernest W. Neben 
resentative for the MILK BOTTLE 
CRATE COMPANY, will serve cus- 
tomers in the eastern and midwestern 
states under an program 
now in progress at the Company. 


F. B. Newcomb has 
vice-president of American Can Com 
pany’s central division. He that 
division’s sales manager. He joined 
the company in 1935 

S. V. Tuttas appointed 
sales of CROWN CORK 
COMPANY. 


Dewey R. Holcomb 


expansion 
been elected 
was 


director of 






















Product News 








New Cheese-Buying Guide 


booklet called, “Cheese-Buying 
A Guide,” has just come off the 
press. A sprightly, attractively- 
illustrated piece of work, the booklet 
offers much information on cheeses of 
the world. It says there are 400 


of them. The booklet goes into detail 
on 29 of them. 


These 29 include such tongue- 
twisters and taste-tempters as “Cacio- 
cavallo,” “Gjetost,” “Pont L’ Eveque,” 
“Sapsago,” “Pineapple,” and the more 
familiar, “Swiss.” An accompanying, 
colorfully-done table tells what each 
of the 29 tastes and looks like, popu- 
lar ways to use it, and place of origin. 

For further information, write to 
Stevens Publications, 139 East 52nd 
Street, New York, N. Y. 


Capper Designed for 
Hand-Filled Containers 

N AUTOMATIC, motor- 
A powered machine that caps 
cottage cheese or ice cream 


paper or plastic containers is mar- 
keted by the 


Triangle 


Package 





Machinery Company. Called the Kap- 
King, it was developed as the “next 
filing by hand, semi- 
automatic machine filling, or where 
ice cream is packaged by hand direct 


step” in 


118 


from a continuous freezer. It will cap 
round containers up to and including 
the two-pound (one-quart) size. 


The person who fills the package 
sets it on the table (see cut). Con- 
tainer_ is (op- 
removal. 
Maximum speed: 45 packages a min- 
ute. 


code-dated 
returned for 


capped, 
tional), and 


For further information: Triangle 
Package Machinery Company, 6633- 
55 West Diversey Avenue, Chicago 
35, Illinois. 


New Way to Get Rid of 
Damaged Bottles 

METHOD of disposing of brok- 

en and cracked bottles and 

jars is offered in the new “Bot- 

tle Buster” by the Vis-O-Lite Com- 
The “Bottle Buster’’ breaks 
bottles and jars into small pieces for 


pany. 





easy storage while waiting for scrap 
collection. It will take bottles and 
jars up to 4%” in diameter at the rate 
of 300 an hour. 

The device eliminates the necessity 
for employee handling of broken glass 
and, being completely enclosed, re- 


duces the dangers of flying splinters, 
according to the manufacturer. 


For further information: Vis-O-Lite 
Company, Inc., 128 Sidney Street, St. 
Louis 4, Missouri. 


Devise Bulk Tank Pump and 


Sample Compartment Cooling 

SYSTEM of cooling pump and 
A sample compartments of its 

bulk pick-up tank truck has 
been developed by the Walker Stain- 
less Equipment Company in conjunc- 
tion with the Tranter Manufacturing 
Company. The system was devised 
mainly for bulk tank pick-up trucks 
working in areas where the routes are 
long and the annual mean tempera- 





tures high. The refrigerated cabinet, 
according to the Walker Company, 
has won acceptance in short-haul, low- 
temperature regions as well. 

Walker 


tures in the 


tests show that tempera- 


pump compartment 
dropped from 100 degrees to 44 de- 
grees in 18 minutes. The compart- 
ment can be kept cool even if the 
truck is 


stopped as frequently as 


every 10 minutes. 
For further Walker 
S‘ainless Equipment Company, New 


information: 


Lisbon, Wisconsin. 
* 


Automatic Vender Installed 
in First Heavy Industry Plant 
HE FIRST installation of a cup 
T nt vender in a heavy industry 
in the United States has taken 
place at the Westinghouse transformer 
plant at Sharon, Pennsylvania, where 
a number of Cup-O-Matics have been 
set up. 


The machines are owned and oper- 


ated by the Pringle Vending Com- 
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nters pany of Farrell. The milk is supplied | vanes which minimize cottage cheese Automatic Transmission for 


in bulk cans by the Brookfield Dairy curd breakdown, according to the Heavy-Duty Trucks 

. of Sharpsville. manufacturer. Self-priming, the Ander- N AUTOMATIC transmission 
-Lite | 4 ” 1 590 jc . ; “regieenes N J M: , ansmis 

t. St The machines average 17 gallons of son Model 520 is a positive cement A for heavy-duty International 

trucks has been introduced by 


the motor truck division of the Inte: 
national Harvester Company. Called 
Select-O-Matic, the transmission fea 
and 
ling 
and 
f its | 
has | 


tures an electro-hydraulic clutch and 
high-efficiency torque converter com 





Heat exchanger Torque converter 
Clutch j 


itain- 
junc- | 
iring 
vised 





ucks milk each per day, according to the 
5 are manufacturer of the vender. 


sae pump that can deliver from 20 to 134 


} For information: Food Engineering —_ pounds of cottage cheese per minute; 
” . ~ ‘ . 
Corp., 25 South Bedford Street, Man- or 75 to 1,000 gallons of ice cream 
chester, New Hampshire. per hour. 
s Unit comes equipped with one 
Pump Impeller Vanes horsepower motor and with both in- bined with a five-speed synchro-mesh 


| Minimize Cottage Cheese let and outlet arranged to accommo- __ transmission. 
y 





Curd Break = ‘ate three-inch sanitary pipe. The Select-O-Matic torque convert 

HE ANDERSON Model 520 For information: Anderson Bros. ers are built to match the engines to 
[cota cheese and ice cream Mfg. Co., 1907 Kishwaukee Street, which they are coupled. Thirteen 
pump features teflon impeller Rockford, Illinois. and 14-inch sizes are offered, each 
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Be the first to offer the plus service of a 
La Crosse Milk Cooler to schools in their 
milk programs. Add to your profits by 
featuring this dry storage, electric complete 
Cooler with grey hammerloid enamel or Stain- 
less Steel finish. Available 4’ and 6’ lengths 



































int . capacity 2 Pt. Sq. 315 and 504. 
cup ee ee. ff foeCeNOaEeSESSORReRSEERR RETR TeSTEST ere eSNG 1 
ore | into loss—fast. Insure now against inaccu- ! WRITE TODAY . .. FOR COMPLETE INFORMATION} 
rai racy with this eilemGeennees, Ti foccccccccccccscoenscencesnsensesassnesonns ‘ 
ken . Garver “‘Super’’ Babcock Tester. 
ee controlled and speed indi- 
ner cated for extreme accuracy. 
2. Garver ‘“‘ovate action” Test PB CROSSE 
ere Bottle Shaker. Thoroughly inte- 7 
en wee = yl — 
Ce —eliminates dangerous, haphazar 
nau i COOLER COMPANY 
Write today for catalog. 
yer- THE GARVER MANUFACTURING CO. 3001 LOSEY BLVD. LA CROSSE, Wis. 
m- — . Ghee Gey, Seen, SSA EXPORT OFFICE: 80 BROAD ST., NEW YORK CITY, CABLE: EXIMPORT 
“Babcock festa Manufacturers for Four Decades’ 
ow March, 1957 119 





with variations in number of fins and 
spacing, to deliver maximum torque 
from a plant. The 
utilizes a variable 
displacement oil pump that transmits 
maximum power at all speeds. As a 


specific power 


torque converter 


result, a high efficiency rating is 
achieved. 
Shock loads are absorbed by a 


cushion of oil, giving greater protec- 
tion to the transmission, drive line, 
differential, rear axle shafts, bearings 
and tires. 

For information write: International 
Harvester Company, 180 North Mich- 
igan Avenue, Chicago 1, Illinois. 


Dairy Case Can Be Seen 
From All Points of Compass 


HE “Visual Merchandiser,” with 
TT teeenopene glass on all four sides 
has been developed and is being 
marketed by the Punxsutawney Com- 
pany. It is a cabinet used to display 
and cool dairy products. The thermo- 


pane reduces 


glass 


clouding or 





sweating that would affect the mer- 
chandising value of the cooler. 


Since no drains are required, the 


merchandiser can be moved to vari- 


ous locations in the store with no 


trouble. 

For information: The Punxsutawney 
Company, Punxsutawney, Pennsyl- 
vania. 

e 

Milk Releaser, Pipeline 
Washer Vacuum-Operated 
COMBINATION milk releaser 

and pipeline washer is offered 

by the Chore-Boy Milker Divi- 

sion of the Farmer Feeder Company. 
Called the Kleen-Flo Milk Releaser 
and Pipeline Washer, it operates en- 


tirely by vacuum. When used as a 





releaser, it will handle up to 400 gal- 
lons of milk per hour. When used as 
a pipeline washer, it washes the en- 
tire system in place. 

The turbo-jet push-pull washing ac- 
tion alternately reverses the flow of 
the washing solution under vacuum. 
This efficient washing action lowers 
the bacteria count to a minimum, ac- 
cording to the manufacturer. 


For information: Chore-Boy Milker 
Division of Farmer Feeder Company, 
Inc., Cambridge City, Indiana. 


Clamp-Type Valve for Bulk 
Pick-Up Truck Tank 


CLAMP-TYPE bulk pick-up 
truck valve with stainless stee] 


mounting has been introduced 
by the G & H Products Corporation, 
A “split” bonnet in the new valve per- 
mits easy removal of the “O” ring seal 
on the stem, which helps in cleaning, 
The valve’s light weight also helps in 





cleaning. A shortened bonnet makes 
the valve fast-acting in opening and 


closing. 

By means of the handle at the top 
of the valve clamp (see cut), adjust- 
ment can take up any 
looseness in the valve fit, assuring a 
constantly tight seal, according to the 
manufacturer. 


be made to 


For information: G & H Products 
Corporation, 2409 52nd Street, Ken- 
osha, Wisconsin. 


Mechanical Washer Gentle 
with Delicate Parts 
CIRCULATING parts and _ fit- 
A tings washer is being manufac- 
tured and sold by the Girton 
Manufacturing Company. The washer 


eliminates hand scrubbing of sanitary 
fittings, machine parts, separator and 
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THE HIGHROAD TO GREATER DAIRY PROFITS 





es VITEX 
SST, HGH QUALITY CONCENTRATES 


PLUS THE EXPERT SERVICE 
OF YOUR WITEX MAN 


Vitamin D 


Vitamin A & D 


BS a | 








Multi-Vitamin 
FOR WHOLE LOW-FAT, AND SKIM MILK 
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* Consumer promotion programs 
. Sales meetings for routemen 
i ° Advertising materials for all media 
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clarifier discs, filler parts for paper, 
and glass containers and other pieces. 

The parts are placed in the tank 
filled with 
stainless steel wire baskets are pro- 
vided with the washer to hold the 
small parts. The solution is circulated 
by a pump, maintaining a gentle, con- 


washing solution. Two 


stant turbulence. This gentle handling 







i 
f 


of machine parts and fittings, says the 
manufacturer, lengthens their life. The 
Girton Circulating Parts and Fittings 
Washer is constructed of heavy gauge, 
polished stainless steel. 


For further information: Girton 
Manufacturing Company, Millville, 
Pennsylvania. 


Cabinet Designed for 

Ice Cream Delivery 
LOW-TEMPERATURE, heavy 
A duty storage container for the 
delivery of ice cream on milk 
routes has been developed by the 


Muckle Manufacturing Company of 


Owatonna, Minnesota. 


Its outside dimensions of 244”x24%” 
x32”, it features all steel, electric- 
welded walls with three-inch insula- 
tion. Hardware is nickel-plated with 
a front hasp provided for a padlock. 
Two coats of all-white, acid-resisting, 


baked refrigerator enamel provide the 
finish. The cabinet weighs 85 pounds. 


Muckle 


information: 


For further 





Manufacturing Company, Owatonna, 
Minnesota. 


MODEST BUDGET, MAJOR 
AD CAMPAIGN 
(Continued from Page 82) 


salesman, was not left to his own de- 
vices in moving this new product. He, 
too, could enjoy the powerful support 
of a strong merchandising program 
of which the T-V show was a part. 
The store demonstration program is 
a good example of the technique of 
integration. Remember that the cam- 
paign was run on a limited budget. 
The problem was to get all the mile- 
age there was to get out of the re- 
sources available. Woebkenberg Dairy 
has two girls who serve as combina- 
tion sales solicitors and store demon- 
strators. Sometimes it 
driver's wife. 


may be a 
Sometimes it may be 
someone else connected with the busi- 


ness. These people set up demonstra- 
tions in four different stores on Friday 
and Saturday. They passed out recipes 
and samples of cottage cheese. They 
talked with customers, answered ques- 
tions, and in general gave a personal 
touch to the campaign. They built up 
excellent goodwill both among store 
managers and among the store’s cus- 
According to George Gund- 
lach, it was not difficult to jump sales 


tomers. 


over a weekend in a given store from 
70 packages of cheese to as high as 
300 packages. The weekend volume, 
of course, drops after the stimulation 
of the demonstration is removed but 
tends to stabilize at about twice the 
former volume. 


As a study in coordination, the store 
demonstrations illustrate the use of an 
arm of the sales force already in exist- 
ence. The demonstrators supported 
the T-V program and gave additional 
substance to the letter from the tele- 
vision station. The bottle hangers, 
recipes, vehicle cards, and T-V show 
supported the demonstrators. 
These might be considered the auxil- 
iary forces that supported the main 
sales force and in turn derived sup- 
port from the main sales force. In a 


store 


sense the sales campaign was a care- 
fully engineered edifice in which each 
member supported another member 
yet depended upon that member for 
its Own support. 


The Woebkenberg campaign comes 
pretty close to being a classic. It 
should be studied in much the same 
way that students of military science 
study the operations of recognized 
masters. The record justifies the effort 
that went into the campaign. An in- 
crease in sales from 2,700 to 40,000 
pounds a month in less than 180 days 


is something to remember. 
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Contact your Vitex Man. He has 
helped others to greater profits 
—he can do the same for you. 
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A Division of NOPCO CHEMICAL COMPANY 
Harrison, N.J. © Richmond, Calif. 


Pioneer Producers of a Complete Line of Vitamin Concentrates for the Dairy Industry 
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WANTS AND FOR SALES 





HELP OR POSITION WANTED 
lightface, per word $ .05 
Minimum Charge P 1.00 


lightface, per word $ .10 
Minimum Charge 2.00 


BOX NO., DOMESTIC (additional) 


also to box numbers.) 





lar display advertising rates. 


CLASSIFIED ADVERTISING 


To ensure appearance of your ad in a given issue, copy should be in our hands by the 
15th of the previous month (for instance, copy in October 15th for November issue). 


$ .50 
(In counting the number of words, please remember to include the address. This applies 


INFORMATION 


Boldface, per word $ .10 
Minimum Charge 2.00 


FOR SALE OR EXCHANGE (BUSINESS MACHINERY AND SUPPLIES), WANTED TO BUY, BUSINESS 
OPPORTUNITIES, SALES PROMOTION, ETC. 


Boldface, per word $ .15 
Minimum Charge 3.00 


BOX NO., FOREIGN (additional) $1.00 


DEADLINE—20th of the month preceding publication. PUBLISHED first of the month. 
No classified advertising will be accepted to run with borders or special spacing. All 
such advertisements are considered “Display” advertising and will be billed at regu- 
(Rates and mechanical requirements on request.) 





NOTE: Names and addresses of adver- 
tisers using blind addresses cannot be 
furnished direct from this office. Write to 
Box Number (as indicated), care of 
American Milk Review. 


NOTICE 

The publisher disclaims any responsibil- 
ity for the reliability of parties advertising 
in our Wants and For Sales Department, or 
for the truthfulness of statements made in 
such advertisements. In answering such 
ads, ask for references if parties are un- 
known personally, before sending money. 
Our readers are requested to assist us 
in keeping unreliable parties from adver- 
tising by reporting suspicious dealings. 

We reserve the right to refuse to accept 
advertisements which we believe are detri- 
mental to the dairy industries. 
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EQUIPMENT FOR SALE 


FOR SALE: York 12% x 14% Am- 
monia COMPRESSOR with steam 
engine; Buflovak No. 6.5-29D stainless 
steel double effect EVAPORATOR; 
Double Drum DRYERS: 42” x 100”; 
32” x 52”: 24” x 36”: Stainless Steel 
Truck TANK; 359 can Freuhauf with 
tractor; STORAGE TANKS: 120 can 
insulated, 329 can insulated. Vacuum 
PANS; Harris 6” dia., Rogers 6” dia. 
C-B FILLER model 6-18; Stainless 
Steel VISCOLIZER 200 GPM. WE 
NEED: Vacuum PANS, Double drum 
DRYERS, milk TANKS. Write to: 
PERRY EQUIPMENT CORPORA- 
TION, 1409 N. 6th Street, Philadel- 
phia 22, Pennsylvania. 3-M-57 

FOR SALE: CP 300 gallon HOMO- 
GENIZER; Girton gal. and % gal. 
pressure WASHER; CP Rotary can 
WASHER; CP Bantam % pt. to qt. 
soaker type bottle WASHER; hand 
gal. jug FILLER, capper; GV7 qt. and 
% gal. C-B vacuum FILLER; C-B 
G70 qt. and % gal. FILLER; Model 33 


- EQUIPMENT FOR SALE | 


FOR SALE: The following used 
equipment: 1—No. DI Bagby Cheese 
FILLER with 23% cover all Capper. 
1—C.P. 26 FILLER and CAPPER— 
56mm—%% pints through % gallons. 
1—Schlueter Separator Parts WASH- 
ER. 1—25BB Waukesha Pump and 
Reeves Drive. 5—No. 326 Quirk Cold 
Seal CABINETS. 1—lot used FIT- 
TINGS. 1—72mm Hand CAPPER. 
1 lot used 234 Cheese JARS, 8 oz., 12 
oz., 16 oz. 1 lot used MOTORS. 1 
3 ton Packice Storage Bin only. 1 
Girton Pressure WASHER with Auto- 
matic Forwarding Device. 1—Federal 
No. A 93 FILLER right hand. Write 
to: STUART W. JOHNSON & COM- 
PANY, 611 Main Street, Lake Geneva, 
Wisconsin. 3-M-57 


FOR SALE: BOILER, 150 hp., 
Erie, economic; Winkler stoker; Kisco 
water system; 14,000 Ib. S.S. Cheese 
VAT; 10,000 S.S. Cheese VAT; Stoelt- 
ing AGITATOR; Damrow AGITA- 
TOR; Damrow spring-master Cheese 
PRESS; Damrow 6-can WASHER; 











EQUIPMENT FOR SALE 

FOR SALE: Press S.S. Plates and 
Holding Tubes for York H.T.S.T. 
PASTEURIZER—Waukesha 25 B.B. 
Pump with Reeves Variable Drive, 
Waukesha, B.B. 10 Hi-Boy Pump, 
De Laval No. 142 CLARIFIER and 
SEPARATOR, Stamvix 15 Plate Fil- 
ter; 600 Ib. Toledo Milk Scale with 


S.S. weigh and dump tanks. Write to: 
ELYRIA DAIRIES, INC, Elyria, 
Ohio. 3-M-57 


FOR SALE: Mojonnier Model CWI 
Ice Cream cut-wrap MACHINE, 220V 
a.c., 3 ph. motor; good operating con- 
dition; price reasonable; invite inspec- 
tion. Write to: IDEAL PURE MILK 
COMPANY, Evansville, Indiana. 

3-M-57 

FOR SALE: The following used 
WIRE CASES: To hold 5 round gal- 
lon jugs, 12 round quarts and 12 square 
cream top quarts. All cases in excel- 
lent condition and offered at $1.35 each, 
f.o.b. Lake Geneva, Wisconsin. Write 
to: STUART W. JOHNSON & COM- 
PANY, Dept. A-M, 611 Main Street, 


Stanseal cap FEEDER; No. 142 De Toledo dial SCALE; SS. dump [ake Geneva, Wisconsin. __3-M-s/ 
Laval cream SEPARATOR, S.S. disc; TANK. Write to: SCHUETTE FOR SALE: Used WOODEN 
2—150-gal. C-B PASTEURIZERS, BROS., Breese, Illinois. 3-M-57 ae og se .. 
>.S. insi 3S 5S. 5 ints. e wi ra ae ame 

S.S. inside; 3 Stanseal S.S. si mm. cap- FOR SALE: Used wire CASES to ere ste Mae coak kek Le 
an nested oe “ sey ¥ DAIRY hold 30 tall square % pint bottles. Geneva, Wisconsin. Write to: STU- 
PRODUCTS COMPANY, 505 Ben- Write to: STUART W. JOHNSON ART W. JOHNSON & COMPANY, 
nett Avenue, Joliet, Illinois. Phone .& COMPANY, 611 Main Street, Lake Dept. A-M, 611 Main Street, Lake 
5969. 3-M-57 Geneva, Wisconsin. 3-M-57 Geneva, Wisconsin. 3-M-5? 








Minimum maintenance. . 


i Built Bunkers eliminates repair bills. each month. 
i Install Foster-Built Bunkers for increased offering this ¢ 





516 S. Laflin Street, Chicago 7, Illinois 
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FOSTER-BUILT BUNKERS | 


Dependable, Low-Cost Refrigeration 


Here's complete, efficient reefer refrigeration at LOW 
COST! Foster-Built Dry Ice Bunkers with Frigi-Matic tem- 
; perature control maintain positive, constant temperature 
Ve4 control at all times, assuring big savings in operating costs. 
| . rugged simple design of Foster- 


payloads and profits! 


Soster-Lnull 


DRY ICE TRUCK BUNKERS 








AMERICAN MILK REVIEW 


WANT ADS 


Over 10,000 fluid milk and milk products plant owners 
and buying executives receive individually addressed copies 
AMR is the only national dairy publication 
les 

e per 


ARE A 
PROFITABLE 
INVESTMENT 


lized coverage. 

















Deadline for classified advertising is the 20th of the 
month preceding publication. 
found at the beginning of the WANTS AND FOR SALE Section 
in the back of the book. 


URNER-BARRY COMPANY 


Publishers Since 1858 
92 WARREN STREET 


Full rate information will be 


NEW YORK 7, N. Y. 














American Milk Review 


plate 
EXC 
3 se 
uum 
HEA 
| PRI 
25,00 
COC 
4-3-! 
HTS 
tinus 
cabi 
geni 
ME 
ard 
sadc 
O 
6,00 
No. 
DA 
f 
six 
per 
dri 
Ne 
cou 
ster 
ne\ 
A) 
PA 
Na 
ery 
P/ 
Sti 
bo 
cit 
on 
tic 











dver- 
t be 
te to 
> of 


sibil- 
ising 
it, or 
Je in 
such 
) un- 
ney. 
f us 
iver- 


cept 
letri- 








E 


Ss and 
ee 
B.B. 
Drive, 
ump, 
Ro and 
e Fil- 
with 
te to: 
-lyria, 
-M-57 
CWI 
220 V 
con- 
ispec- 
[ILK 
L. 
M-57 
used 
| gal- 
quare 
‘xcel- 
each, 
NV rite 














—_—— 


EQUIPMENT FOR SALE 


FOR SALE: 42” x 120” Double Roll 
DRYER located Midwest; Two—42” x 
90” Double Roll DRYERS located 
West; Two—42” x 100” Double Roll 
DRYERS located Midwest; Two—32” 
x 120” Double Roll DRYERS located 
Midwest; 32” x 100” Double Roll DRY- 
ER in Midwest; all DRYERS com- 
plete with accessories. Most dryers 
used on edible, some on feed. 3,600 
gallon S.S. Truck TANK with Inter- 
national Tractor; 3,200 gallon S.S. de- 
mounted Truck TANK; 4,000 gallon 
S.S. Holding TANK; Two Cherry- 
Burrell Superplate COOLERS, one 
has 32 S.S. plates, one has 38 SS. 
plates; Creamery Package Plate Heat 
EXCHANGER 75 Full Flow plates in 
3 sections; 48” Mojonnier S.S. Vac- 
uum PAN; Ste-Vac SV-12 S.S. PRE- 
HEATER 10,000 1lb/hr.; Peebles S.S. 
PREHEATERS 10,000 lb/hr., and 
25,000 Ib/hr.; Mojonnier S.S. Cabinet 
COOLERS Model 12-10-60 and Model 
4-3-56; Creamery Package 9,000 lb/hr. 
HTST. PASTEURIZER; Davis con- 
tinuous Cream FILTERS; Various 
cabinet coolers, bottle fillers, homo- 
genizers, etc. Write to: BEST EQUIP- 
MENT COMPANY, 1737 West How- 
ard Street, Chicago 26, Illinois. AMbas- 
sador 2-1452. 3-M-57 

One Sweet water BUILDICER 
6,000 Ibs. capacity, size B.C.D., Serial 
No. 1194. Write to: SUNSHINE 
DAIRY, Decatur, Illinois. 3-M-57 

FOR SALE: One number one sixty- 
six De Laval twelve thousand pound 
per hour cold milk CLARIFIER, motor 
driven. Bowl rebalanced and finished. 
New spindles and bearings. Bowl shell 
coupling and ring bowl top. Carbon 
stecl disc. Stainless steel. Good as 
new. Guarantee. $750.00. Write to: 
ANTHONY PURE MILK COM- 
PANY, INC., 504 Woodland Street, 
Nashville, Tennessee. 3-M-57 

FOR SALE: One 200 gallon Cream- 
ery Package series “40” multi-process 
PASTEURIZER, Serial No. 6395. 
Stainless steel inside and out including 
bottom, stainless legs, with hot water 
circulating pump. Film heat mounted 
on same. All steam and water connec- 


tions Tyco Recording Thermometer 
space heater. New stainless steel flush 
outlet valve. Just like new. Price, 


$780.00. Write to: ANTHONY PURE 

MILK COMPANY, INC., 504 Wood- 

land Street, Nashville, Tennessee. 
3-M-57 


- EQUIPMENT FOR SALE 








EQUIPMENT FOR SALE 





FOR SALE: 40 H.P. Cleaver Brooks 
BOILER; 10,000 Ib. York Short Time 
PASTEURIZER; 100 to 400 gallon 
S.S. PASTEURIZERS; 250, 300 and 
500 gallon S.S. TANKS; Mojonnier 
S.S. Cabinet COOLER, capacity about 
6,000 Ibs. raw milk; 4 and 6 Wide Heil 
Jottle WASHERS; 7 and 10 Valve 
Cherry-Burrell FILLERS for 38 mm. 
Dacro Bottles; No. 272 De Laval Cold 
Milk SEPARATOR; No. 172 De 
Laval Hot Milk SEPARATOR; 4,000 
lb., 6,000 Ib. and 12,000 lb. De Laval 
CLARIFIERS; Mojonnier Tubular 
Heat EXCHANGER, 24—1” x 10’ S:S. 
tubes; 125 to 1,500 gallon HOMO- 
GENIZERS or VISCOLIZERS; SS. 
Weigh CAN about 38” x 74” x 11” 
deep; Oakes & Burger Rotary Can 
WASHER, 6 C.P.M. Lathrop-Paulson 
Straitaway Can WASHER, 8 C.P.M.; 
800 gallon S.S. Receiving VAT with 
agitator; 5 ft. Mojonnier S.S. Vacuum 
PAN; 800 gallon Creamery Package 
Coil VAT; 3,200 gallon Stainless Steel 
Truck TANK; Baltimore Water Cool- 
ing TOWER, 90 G.P.M. Many other 
desirable items “Reconditioned” or “As 
Is”—send us your inquiries. Write to: 
LESTER KEHOE MACHINERY 
CORPORATION, 1 East 42nd Street, 
New York 17, New York. 3-M-57 


FOR SALE: 1—3,000 gallon Cherry- 
Burrell insulated S.S. Holding TANK 
with agitator and telegauge, $3,000.00. 
1—De Laval cold milk SEPARATOR, 
5,000 Ibs. capy. per hr., $2,500.00. 1— 
No. 441 Cherry-Burrell VISCOLIZER 
15 H.P. 3 phase, 60 cycle, 220 V. motor, 
4,000 Ibs. capy. per hr., $1,500.00. 1 
DeLaval CLARIFIER 3,000 Ibs. capy. 
per hr., $1,000.00. Also 30 can S.S. ins. 
TANK with cover; 2”, 142” sanitary 
piping; 330 gal. S.S. Cherry-Burrell 
Spray VAT; S.S. Weigh can and re- 
ceiving vat; 5,500 lbs. per hr. Cherry- 
3urrell short time PASTEURIZER. 
Above equipment is in good condition 
and now in use and is offered subject 
to prior sale, F.O.B. seller’s plant plus 
actual crating. Write to: SAUQUOIT 
VALLEY DAIRY COMPANY, INC., 
491 French Road, Utica 4, New York. 

3-M-57 


FOR SALE: Nine Vendo ice cream 
bar MACHINES, six used less than 
one year. Must settle estate. Write to: 
STEPHEN LUKACS, Adm., Mercer, 


Pennsylvania. 3-M-57 


FOR SALE: 1—Model H Serial No. 
H3135— Econoseal CAPPER for 48 
MM caps. 1l—set of 3 capping heads 
for above and Federal FILLER. 1- 
45 degree inclined Belt CONVEYOR 

new ribbed belt. l—new, never un- 
crated, inverted motor and agitator for 
10,000 gallon sweetwater or brine tank. 


l—set (3) new, never used 48 MM 
CAPPERS for Seal-Kap. We invite 
your offer. Write to: Tom Conrady, 
ROSE LAWN DAIRY, P.O. Box 
1391, Muskogee, Oklahoma. 3-M-57 

Metal ice cream CANS 5 or 2% gal. 
$1.00 each. Wire quart CASES (12) 


square $1.25. Wood half pint tall (24) 
square $1.25. Mojonnier Cabinet 
COOLER S:S. $350.00. Cherry-Burrell 
Serial No. 441 VISCOLIZER 500 gal. 
$500.00. Write us what you need; we 
buy, sell and trade. Write to: GOR- 
DON EQUIPMENT COMPANY, 
6530 W. Jefferson, Detroit, Michigan. 

3-M-57 


FOR SALE: 1 Mojonnier Milk 
TESTER Model D. 1 De Laval CLAR- 
[IFIER—Airtight No. 226 all stainless 
steel bowl. 1 Stainless steel Weigh 
CAN and Dump TANK 500 lbs. capac- 
ity with platform scale Fairbanks 
Model 1124, 1,000 lb. capacity. 1 car- 
ton filling MACHINE— Mojonnier 
Dawson % pint, pints, and quarts in 
American Can Cartons. 1 Vacuum 2 
quart bag opening TABLE complete. 
1 surface COOLER 4 ft., 1 inch tubes 
tinned copper — complete. 1 Lincoln 
Butter PRINTER. 1 Henzey Milk 
HEATER 15,000 lb. per hour from 40 
degrees to 180 degrees. 1 Ste-Vac Milk 
HEATER Model S-V-8. 1 Cherry- 
Burrell Bottlh WASHER—*% pints to 
% gallon. 1 Small Heat EXCHANG 
ER—9 tubes 5 ft. x 1 inch stainless steel 
with steel jacket. 1 C. P. Rotomatic 
Milk Bottle FILLER with Accumulat- 
ing Table. 1 200 gal. Pfaudler TANK. 
Write to: FIRST DISTRICT ASSO- 
CIATION, Litchfield, Minnesota. 

3-M-57 


FOR SALE: Stainless Steel farm 
pickup TANKS and bulk TRANS- 
PORTS; large stock of new and used 
UNITS; newly equipped shop with 
full facilities for service and conver 
sions, also short and long term lease. 


Write to: THE BRODIX CORPO- 
RATION, U.S. Highway No. 22, Box 
No. 6, Dunellen, New Jersey. DUnel 
len 2-9300. 3-M-57 
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2307 SOUTH OLIVER 


March, 1957 


PORTABLE cain storace piant 


FOR SALE...or 
FOR LEASE $1.25 per day 


Increase retail route sales...save 
costs...reduce num- 
ber of deliveries...keep milk in 
better condition through better 
refrigeration. Install branch sta- 
tions in strategic locations by using 
these fully automatic, self-defrost- 
ing, portable ICS units. Comes 
fully assembled...ready to use. 
Just plug it in. Stores 300 standard 
cases. Investigate the ICS leasing 
plan...or easy purchase plan. 


INTERNATIONAL COLD STORAGE 






WICHITA, KANSAS 





(New Culture Combinations). 


Culture No. 





‘*HANSEN’S”’ 


RI-VAC 


wo. AG. UB. Par 






Produce a mild pleasant flavor, 
desirable for fermented milk 
products and cheesemaking. 


—— 
Cohn OH VON 


These cultures are capable of 
high flavor production. Also ex- 
cellent for cheesemaking if over 
ripening is avoided. 

USE A FRESH BOTTLE REGULARLY 


—_— 
vno 





INC. 
wis. 


HANSEN'S LABORATORY, 
ST., MILWAUKEE 14, 


W. MAPLE 
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EQUIPMENT FOR SALE 

BOILERS-HIGH PRESSURE. We 
carry a large selection of ASME Na- 
tional Board high pressure boilers, 
gas, oil and coal fired, ranging from 
10 to 1,000 h.p. Each guaranteed in 
excellent condition. Sale sheet and 
complete data sent upon request. Write 
to: WABASH POWER EQUIP- 
MENT COMPANY, 31 East Con- 
gress, Chicago 5, Illinois. 3-M-57 


FOR BUTTER PATTIES—Waxed 
U-Boards, 6” x 1514”, 16 point double 
white, $9.00 per thousand or 514” x 
63%”, $3.00 per thousand. Samples 
cheerfully sent upon request. Write 
to: BORAX PAPER PRODUCTS 
COMPANY, 350 East 182nd Street, 
Bronx 57, N. Y. 3-M-57 


TANK TRAILERS: 1— 200 gallon 
2-compartment stainless steel, single 
axle trailer; 1—2,700 gallon 1-compart- 
ment stainless steel tank trailer; 1- 
3,400 gallon tandem Heil stainless tank 
trailer. Write to: BRUCE E. HACK- 
ETT COMPANY, 1400 Kansas City 
5, Kansas. Phone: MAyfair 1-2363. 

3-M-57 


New low prices on plunger seals for 
your C. P. and M. G. HOMOGEN- 
IZER. Send for trial offer. Advise 
style and capacity of homogenizer. 
Write to: STUART W. JOHNSON 
& COMPANY, 611 Main Street, Lake 


Geneva, Wisconsin. 3-M-57 


“OM Anchor Hocking 9 oz. drinking 
tumblers, 2 color band design with 
metal lids labeled ‘Creamed Cottage 
Cheese.’ Packed 2 doz. per case, 9c 
ea, F.O.B. Samples on request.” 
Write to: CENTER-STATE MILK 
COMPANY, INC., 1514 State Street, 
Springfield 9, Massachusetts. 3-M-57 


FOR SALE: 300 gallon Manton 
Gaulin HOMOGENIZER, complete 
with motor, $850.00. De Laval CLARI- 
FIER, S.S. discs, 6,000 Ibs. per hr., 
$500.00. Batch CP FREEZER, am- 
monia, $400.00. CP short-time, 6,000 
Ibs. with S.S. panel. $2,000.00. 4—300 
gallon Pfaudler Glass lined Storage 
TANKS, complete with motor and agi 
tator. Good condition. $750.00 each. 
\ll subject to prior sale f.o.b. Long 
Island, New York. Write to: TOLINS 
& COMPANY, 105 Hudson Street, 
New York 13, New York. 3-M-57 


EQUIPMENT FOR SALE 


Model 125 CGD, 200 CGD and 500 
CGD Manton-Gaulin HOMOGEN- 
IZERS. Rebuilt and in Excellent Con- 
dition. Guaranteed. Write to: OHIO 
CREAMERY SUPPLY COMPANY, 
701 Woodland Avenue, Cleveland 15, 
Ohio. 3-M-57 


“FOR SALE: No. 192 De Laval 
SEPARATOR with heavy cream type 
bowl—plastic cream bowl for resepara- 
tion of 40% cream—carbon steel bowl 
with stainless steel discs, 3 ph, 60 cy. 
220/440 volts. (Unused) AS IS F.O.B. 
Factory ... $2,500.00. Contact 
McCLENDON, 90 Franklin Street, 
Nashville, Tennessee. Phone ALpine 
5-0342.” 3-M-57 


FOR SALE: 50 Gross Amber T 
square quarts, 56 mm. All new. Make 
offer. Write to: BRIDGEPORT BOT- 
TLE EXCHANGE, 154 Kings High- 


way, Bridgeport, Connecticut. 3-M-57 


FOR SALE: One 4,000 gallon stain- 
less steel Horizontal Milk Storage 
TANK—Chicago Stainless. One Fair- 
banks, Morse Pipe lever milk tank 
SCALE with weighbridge, beam, etc. 
5 lb. graduations, made for above tank. 
Both items—$5,000.00 F.O.B. New 
York City, New York. Available May, 
1957. Write to: DAIRYCRAFT SUP- 
PLY COMPANY, 25-36 Jackson Ave- 
nue, Long Island, New York. 3-M-57 


FOR SALE: Model MT Ilreco Half 
Gallon FILLER, 10 per minute. In 
good condition—replaced with larger 
machine, $1,200; Dairy Vendo Multi 
coin with Universal basket for vending 
ice cream novelties —used only two 
months—like new, $225. Write to: 
JOHNSON'S DAIRY, INC., Ashland, 
Kentucky. 3-M-57 


MOJONNIER CABINET COOL- 
ER: 3 leaves, 48 tubes each, stainless 
steel. Capable of cooling 1,500 gallons 
of milk per hour or 800 gallons of ice 
cream mix. Excellent condition, 
$1,500.00. MANTON-GAULIN HO- 
MOGENIZER—800 gallon and 400 
gallon CGC, reconditioned, guaranteed, 
available immediately. PLATE COOL- 
fR—Cherry-Burrell, with connector 
plates, 400 GPH, like new.. .$1,150.00. 


Write to: UNITED DAIRY MA- 
CHINERY CORPORATION, 2429 
Elmwood Avenue, Buffalo 17, New 
York. 3-M-57 


EQUIPMENT FOR SALE 


DAIRY EQUIPMENT FOR 
SALE: J. H. Day cheese GRINDER: 
C-B 300 Ib. CHURN and motor; 400 
gal. cheese VAT; internal tube HEAT- 
ER or COOLER; 8x8 Frick COM.- 
PRESSOR with 30 hp. motor; 5x5 
York COMPRESSOR with motor; in- 
ternal tube ammonia CONDENSER. 
12 ft. x 16 in.; ammonia RECEIVER. 
12 ft. x 16 in.; York vertical brine tank 
AGITATOR; York surge drum and 
float control; Doering butter PRINT- 
I;R, 200 Ibs. per hr., like new; Toledo 
suspended type SCALE, 1,000 Ibs.: 
C-B 450 Ib. scale TANK; C-B 1,500 
Ib. receiving TANK; Rice & Adams 
Rotary can WASHER, 6 C.P.M.; Bab- 
cock tester (electric). Write to: H. 
MILLER DAIRY COMPANY, INC. 
656 McMillan Street, Cincinnati 6, 
Ohio. 3-M-57 





BUSINESS OPPORTUNITIES 


MILK BUSINESS DAIRY 
EQUIPMENT 3 Divco Dairy Trucks. 
Volume 3,000 quarts, wholesale and re- 
tail. New York State License, also 
County License including entire county 
and city, with fast growing subdivisions 
of 500,000 population. Eighty acres of 
property ideally located, selling at two 
to three thousand dollars per acre. 
Price $250,000.00. Golden opportunity 
Owner is on in years and in poor 
health, reason for selling. Write to: 
Box 30. 3-M-57 


MANUFACTURING ICE CREAM- 
DATIRY—Wholesale-Retail, same own- 
er 27 years, complete modern plant, 
good reputation, drive-in restaurant, 
soda bar, 96 wholesale, 800 retail cus- 
tomers, 7 milk routes, 1955 sales 
$169,143.00, Pennsylvania city, owner 
retiring. Priced with property, terms. 
Write to: APPLE COMPANY, Brok- 


ers, Cleveland 15, Ohio. 3-M-57 


5—-Ideal Milk Vendors—Model 300 
M % pt. Canco On or off location 
\lmost New. Very Reasonable. Write 
or call WILLIAM HIRSCH, 396 Lit- 
tleton Avenue, Newark, New Jersey 
Bigelow 3-2861. 3-M-57 

WANTED: Manufacturers’ agent to 
handle high quality storage, transport 
and farm pick-up tanks. Competitively 
priced, attractive commission set-up. 
Selected territories available. Give com- 
plete resume in first letter. Write to: 
Box 26. 3-M-57 








Successful 
everywhere 


net is 





capacity, 


The NEW and BETTER 
Way to Handle 
Composite Milk Samples 


COMPO-COOLER 


milk plant 


COOLER Sample Bottle Cabinets. 
COMPO-COOLER speeds sample 
handling and affords substantial 
savings in time and labor. 
COMPO-COOLER gives you com- 
plete electric refrigeration. 
lifetime 
There is a COMPO-COOLER in a 
style and 
your particular plant needs. 


Write today for illustrated booklet and complete details. 


COMPO-COOLER COMPANY, Glens Falls 5, N. Y. 


managers or 


using COMPO- 


Cabi- 


stainless steel. 


size to fit 
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COUPLE QUART CARTONS 
into easy-to-carry half gallons! Plas- 
tic TWO-TOTERS snap on quick, hold 
tight and remove easily from Canco 


Pure-pak cartons. 


-FOR LESS THAN 
A PENNY! 


Re-usable! 








For free sample and price list write to 


MAYFAIR PRODUCTS 


Post Office Box 87 


Torrance California 
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~ BUSINESS OPPORTUNITIES HELP WANTED SERVICES 

DAIRY (¢ (OAT MILK —5lc per Need a Plant Manager—Quality Con- SANITARY VALVES — Rebuilt 
quart, National Average. Are you re- trol — Sales Manager? — Orare you with stainless steel for a fraction of 
ceiving your share of this profitable seeking employment in the dairy the cost of new. Write to: BADG ER 
sideline, as well as customer conveni- industry? Employer-Employee serv- VALVE REBUILDING ¢ OMPANY, 
ence? Qualified Goat Dairymen are in ices. Whatever you need, let us find Withee, Wisconsin. 3-M-57 
your vicinity. Free Information. Names, the man or company. Registration only : 
Addresses, etc. Write to: DAIRY $5.00. Enclose complete job informa- FOR RENT 
GOAT COUNCIL of America, Clack- tion—and specifications, salary, etc. aad em TTe. ; 
amas, Oregon. 3-M-57 with your registration. We'll give you MISCELLANEOUS: Milk trans- 





; FOR SALE only 40% of the 





leads. If employment results, our fee— 
first month’s salary. : - 
Write to: DAR-I SERVICES COM 329 East Diamond \venue, Hazleton, 


portation tanks for rent on lease basis. 
Write to: HENRY GALLAGHER, 








FOR SALE: Very good grade of PANY, Box 514, Cincinnati, Ohio. Pennsylvania. 3-M-57 
‘ CUGECE (nes, wg 3-M-57 
Cottage CHEESE (creamed) in your ; : o/ 
container or bulk or curd (dry), we _ WANT A PROMOTION? Expand- SALES PROMOTION 
have the top grade milk for making our ing multi-plant dairy foods _organiza- TRUCK LETTERING and 
cottage cheese; year round market pre- tion’ has opportunities in sales, TRADEMARK DECALS made for 
ferred. Write to: OSCEOLA COUN- production, industrial engineering, and your truck and store advertising. Easy 
TY CO-OP CREAMERY, Sibley, research for qualified graduates in to apply, uniform, distinctive, econom- 
Iowa. 3-M-57 Dairy lechnology or related field. This ical for large or small needs. Write to: 
eh wt es nea in a progressiv r MATHEWS COMPANY, 827 So 
organization that emphasizes personne Harvey Avenue, Oak Park. Iilinois 
HELP WANTED development. Relocation at Company sales ones ' ia 3-M_57 
WANTED either a graduate engi- expense. All benefits, including profit 
neer or a practical engineer who is sharing. Send detailed resume of ex WANTED 
familiar with the Dairy Industry. With perience, education and interest to 
ability to make plant layouts, figure FRANK X. WALSH, Personnel Su- WANTED TO BUY: Skim milk in 
high temperature short time pasteur- pervisor, FAIRMONT FOODS COM- tank lots; year ’round supply or sur- 


ization, and general milk plant engi- 


PANY, General 


Offices, Omaha 1, plus deal. Write to: HENRY GAL 





neering. Also a position open for a Nebraska. 3-M-57 LAGHER, East Diamond Avenue, 
salesman for selling dairy supplies as Hazleton, Pennsylvania. 3-M-57 
well as machinery. Write to: Box 31. POSITION WANTED MY CUSTOMERS WANT MILK, 
4-M-57 POSITION WANTED where my SKI M MILK, CREAM. MILK AND 

x combined extensive experience in sell- I¢ CR _ PLANTS IN NEW 

: a Large dairy —-* ing, os purchasing and office rou- YORK, NEW JERSEY AND PENN- 
ice seg a ae a) gor oe tine can be used to our mutual profit. SYLVA N i A. ALL REPLIES 
Engineer to take charge of Engineer- Write to: Box 28. 3-M-57 S17 asGan5 * [ON F ID ENTI AL. 
ing in one of its divisions. Applicant WRITE TO: A. J. SMITH, 322 Fifth 


should have thorough knowledge of 
industrial ammonia systems, dairy and 
ice cream plant equipment. Send com 
plete resume, salary requirements. 


Ixperienced operator desires posi- 
tion operating Buflovak Recompression 
type Double Effect V RC evaporator 
or 12 nozzle Spray 


Street, Union City, New Jersey. 
3-M-57 





Dryer. Write to: 





Write to: Box 22. 3-M-57 Box 29. 3-M-57 —e 

> ROUTEBOOKS, SALES SLIPS, 
WANTED: MILK PLANT SU- EQUIPMENT WANTED BILLBOOKS, ENVELOPES, ALI 
PERINTENDENT: Position open as WANTED: 3 Way—1% inch Sani- KINDS OF PRINTING FOR THE 


Plant Superintendent for a man who 
has practical experience in all phases 


tary VALVE with very close coupling MILK TRADE. FREE CATALOG. 
to fit cooler trough. 


Write to: Box 23. WRITE TO: EDDI ROSE, BRONX 





of milk plant operation plus technical 3-M-57 72, NEW YORK. 3-M-57 
ae a age" afi Fes “Wanted to Buy: 1—25 H.P. used 

companies in the United States. Write Package gas burning BOILER. Write inn niente 

to: QUALITY CONTROL DEPT., _ te: Box 24.” 3-M-5/ COTTAGE CHEESE (overnite) to 
Foremost Dairies, Inc., P. O. Box 4218, W AN’ r ED TO BUY ° Used CASES any town served by rail direct out ot 
Jacksonville, Florida. 3-M-57 in good condition for square quart and Cincinnati POP CORN OR FARM- 


tall square % pint bottles. Write to: ER STYLE. All cheese dry iced and 


. ° = > » >< 
Sales Representatives Wanted: For Box 25. 


3-M-57_ jacketed. OHIO’S LARGEST EX- 


plastic coated milk carriers. Low WANTED: Good used equipment CLUSIVE COTTAGE CHEESE 
priced fast sellers. Write to: Box M, for all types of milk plants. Send list MANUFACTURER. Write to 
HARWOOD COMPANY, Farming- with full information and prices. Write WEIL CHEESE COMPANY, Blue 


dale, New Jersey. 3-M-57 to: Box 27. 


3-M-57 Ash, Ohio. 3-M-57 
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AUTOMATIC WATER-SAVER 
7272 SPRAY NOZZLE 


The Strahman Spray Nozzle does a better job with the least 
amount of water. This precision made nozzle enables the 
operator to get any type stream of water to do his job by 
simply pressing the lever. A soft spray is sent forth with slight 
pressure on the lever, and a strong straight stream may be had 
by pushing the lever all the way down. This convenient control 
of the wash water assures better cleaning with a lot less effort. 
The nozzle automatically shuts off the moment the lever is 
released, thereby eliminating all waste of water. 

IDEAL FOR THE FOOD INDUSTRY 

RENEWABLE RUBBER COVER. The sturdy cover protects the 

nozzle and your equipment against knocks and dents. 


When the cover becomes worn, replace it with a new one. 
CONSULT YOUR DEALER 








STRAHMAN VALVES, INC.. 16 HUDSON STREET, NEW YORK 13, U.S. A 
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